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More Eveready flashlight batteries have been sold 
the first 6 months of 1921 than in the same period 
of any other year. 


An Order Started is 90% Sold 


Start your order with a quick selling item— 
Eveready Batteries. 


It's a good item for your Dealer—has an 8 times 
yearly turnover. 


If you are selling the Eveready Line you are sell- 
ing the brand that the public remembers. 


Are you pulling up your sales with the NEW 
SPOTLIGHT with the 300-ft. range? 


AMERICAN EVEREADY WORKS 


of National Carbon Company, Inc. 


312 Thompson Ave., Long Island City, N. Y. 
Chicago Atlanta San Francisco 


FLASHLIGHT SALES POSSIBILITIES 


Statements from Independent Market Inves- 
tigation Published in June Issue of 
| THE JOBBER’S SALESMAN 
Like the humble little bumblebee, the flashlight 
is small, but it packs a mighty punch—a sales 


punch with a husky profit for both jobber and 
dealer. 


It was found that there was an average of nearly 
3 flashlights per family. 


8 out of 10 people know that old flashlights 
could be put in use again with a new battery. 


7 out of 10 intend to have old flashlights put in 
operation. 


Only Brand name remembered was Eveready. 
—From June issue of THE JOBBER’S SALESMAN 








Eveready Batteries Fit and Improve all Flashlights 


How to write more 
and bigger orders 


with a flashlight 
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NEXT MONTH 


OME of the keenest brains in 

the electrical industry are to 
be found among the manufactur- 
ers, yet we seldom utilize them to 
our own best advantage because 
there is a feeling that what the 
manufacturer says may have a 
commercial bias. THE JOBBER’s 
SALESMAN does not believe this 
prejudice is justified; and so we 
have asked Frank B. Rae, Jr., to 
interview a number of the young- 
er, active men in the manufactur- 
ing branch of the industry, to get 
their views on present business 
problems, and to interpret these 
views for the benefit of the men 
on the firing line. We believe 
this series of interviews to be the 
most important editorial venture 
ever undertaken by an electrical 
publication. The first interview 
with Frank V. Burton, will ap- 
pear in September. 


* * * 


NOTHER special feature for next 

month will be articles pointing out how 
additional business can be secured in the 
appliance field, notably washing machines 
and vacuum cleaners. 


* * * 


David Gibson, W. E. Underwood and 
other authors well known to readers of THe 
Joppers SALESMAN, will all be represented 
in the September number with articles that 
are of timely interest and value. 


J ‘Davia H. COLLINS, Dr. Frank Crane, 
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Number Five of A Series 


Eliminating waste of current, and furnish- 
ing light when and where wanted are two of 
the functions of C-H Door Switches. They 
provide a convenient means of control for 
lights in closets, telephone booths, and similar 
places where the door automatically snaps the 
switch “on” or “off.” 


The mechanism in C-H Switches permits no 
half-way position, when the switch is “On” 
it’s ON and when it’s “Off” it’s OFF. 


The 7245 Switch is particularly useful for 
replacements, since it fits any door switch 
outlet box and is easy to install. It has a 
Universal plate and yoke. 


The 7240 Switch has its own enclosing box 
so that in new installations time is saved. No 
other outlet box is needed. This switch has 
accommodation in rear for flexible conduit or 
armored cable. 


\ further development is the C-H Door Bolt 
Switch for guest rooms in hotels, which is 
connected in circuit with the usual wall switch. 
On leaving the room and locking the door the 
Bolt Switch cuts off the lights. On entering, 
the lights will again respond to the operation 
of the wall switch. 


With switches of this kind a mechanism that 
withstands many operations and requires a 
minimum of attention is the most economical 
to install. C-H mechanism is probably best 
known for its snappy operation and long life. 
It is the mechanism you want in switches you 
buy, sell, and install. ; 


Carried and Sold by Electrical 
Jobbers and Supply Houses. 


Manufactured by 
hh E CUTLER-HAMMER MBG. CO. 
MILWAUKEE, WISCONSIN 
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A Boom That Was a Boomerang 


Here Is a Story About Destructive Competition That Has a 
Significant Application to the Vacuum Cleaner Field 


By FRANK B. RAE, JR. 


66 ND now, Dooin, there’s one thing I want to 

make very clear to you,” said Old Bill, the 
hired. 
petitors. We try to play fair and so do the other jobbers 
in this territory. Knocking don’t get anybody anything 


sales manager, to the new man he had just 
“We don’t stand for any rough stuff with com- 


and I’m here to tie the tinware to any man of mine that 


I catch playing the anvil chorus. Please understand 
that.” 

Howe Z. Dooin, the new man, grinned broadly. 

“Boss, I don’t know much, but there’s one thing I do 
know, which is—nix on the nox. I just got back from 
the funeral of old Col. Malicious Knox of Knoxville, and, 


believe me, if every horse in the world was barefoot I 


wouldn’t touch a hammer to no anvil.” 








“Took at THEseE Avs or Your Eatine Hovses. 





Wuy I Wovutpn’r Risk Eatine a Meat 1n THis 


‘Had experience, eh?” said Old Bill. 

“Boss, what I don’t know about noxious knocking is 
torn out o’ th’ book. Lissen:— 

“The last job I held, as I told you, was the job of 
secretary to the Chamber of Commerce of th’ town of 
Boomrang. I was its first secretary, and I guess the last. 
When I went there the town had a Latin-American slogan 
which read ‘Boom Boomerang—Moveo et Proficio,’ which 
is pidgin Latin meaning that they got better as they went 
along. When I quit the job I changed that slogan to 
read, ‘Dam Boomerang—Niz Nor Nux Vomicum,’ signi- 
fying t’ell with ‘em and that their ever-lasting hammer- 
slinging made me sick. 

“It was this way: Boomrang was a sweet little city 
with just enough factories and just enough stores and 
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just enough people. The ministers spent more time at 
weddings than they did at funerals; the receiving tellers 
of the bank were busier than the paying tellers; the ex- 
soldiers all had jobs and were raising babies instead of 
hell. You couldn’t ask for a better place to live or a 
harder place to die in. 

“Well, one day, somebody got a hunch that the town 
ought to be boomed. Of course it didn’t need no boom— 
it was all right as it was—they’s no use tryin’ to improve 
perfection. But that sort o’thing happens every once in 
a while, as frinstance, when they tried to improve the 
greatest document ever put on paper by amendin’ it to 
suit a guy that prefers chewin’ tobacco to a seidle of light. 
However, to get back to Boomrang: They got boom- 
struck and started to boom her, and they hired me to help. 

“As a boomer I’m a bloomer. I monkeyed around a 
bit, trying this and that, but finally I hit on a good 
scheme and a whole lot of people began coming to look 
the town over with view to establishing factories and 
whatnots there. I figured that my job was to get ’em 
to come and the town would sell itself. And it pretty 
near did. Folks came, looked and fell. The hotel was 
jammed and a lot o’ boarding houses began to get the 
overflow. The town restaurant, the interurban eating 
house and the lunch wagon—where you get meals ala 
cart—were all getting a good play, and Miss Take started 
a tea room and the manager of the Brookside Kennels 
opened a hot dog stand. Things was goin’ good—too 
good. 

“For pretty soon the hotel builds an annex, and the 
restaurant adds a cafeteria and the lunch wagon hitches 
on 4 trailer. First thing anybody knows there was more 
supply than there was demand and everybody yelling 
raw murder because with triple capacity they was only 
running two-thirds full. 


“You know how that sort o’ situation works out. The 
hotel man begins to figure how he can grab a little trade 
away from the restaurant, and the restaurant man begins 
to scheme to get some of the folks who patronize the 
tea room, and the tea room wonders how to win a few of 
the gang who eat in the lunch wagon, and the lunch wagon 
chauffeur scratches the old wool to stir up an idea for 
securing some of the consumers of hot dogs, and the hot 
dog man wonders whether he hadn’t better buy a gas 
pump and reach out after the flivvers. Old Colonel Com- 
petition rubs a little linament on his stiffened joints and 
begins to get busy. 

“Understand, they was twice as much business as there 
ever had been before—when everybody had been happy 
and prosperous. But everybody wanted every new dollar 
that came to town. Nobody was satisfied with his share. 
So, as I said, old Colonel Competition got to work. 

“First thing he did was to put up a sign in the hotel— 
‘If you go farther you'll fare worse.’ Then he went to 
the restaurant and put up a sign—‘Why eat in a dirty 
place when you can eat here as cheap?’ Then on to the 
tea room—‘Our food is safe; we can’t say as much for 
others.’ And then the lunch wagon hung one out like 
this—‘Eat here: you won’t be stung and you won’t be 
bitten.’ Finally, on the hot dog stand—‘These weinies 
are boiled and sterilized; any other food may poison you.’ 

“Well, sir, that afternoon a big delegation that had 





come to town as result of one of my boom Boomrang cir- 
culars, tramped up to my office in the Chamber of Com- 
merce building. 

“Young feller,’ says the spokesman of this crowd, 
‘Young feller, what are you booming—the town or the 
graveyard?’ 

““T don’ getcha,’ sez I. 

“Look at these ads of your eating houses,’ sez he, 
and he shows me these signs. ‘Why, I wouldn’t risk 
eating a meal in this town if I was starving—which I 
ain't. Understand, I don’t believe all these knocking 
ads, but they kinda take away my appetite. I came here 
with money to spend and I’m afraid to spend it. I came 
here with the idea of living with you, but I can’t live 
unless I eat, and I’m afraid to eat. I and my friends are 
leaving by the noon train. How far is it to the next town 
where we can get a square meal?’ 

“Naturally, it didn’t take me long to get my hat and 
call on these various eating-house people. I told ‘em 
what had happened, how a big party had quit cold be- 
cause they had been scared away. I might just as well 
have hollered up a rain spout. 

““These other fellers are knocking, and we got to 
show ’em we can knock just as hard as the next fella, 
was about what they all said. Then I called a meeting of 
the Chamber of Commerce and tried to get ’em to put the 
soft pedal on the anvil chorus, but some sided with the 
hotel man and some stuck by the hot dog trainer, and so 
nothing was done. People from out o’ town came and 
saw those sledge-hammer signs, and beat it. So both the 
merchants who sided with the hotel man and those who 
sided with the Fido-peddler, both lost out. 

“Pretty soon the boom faded out of Boomrang. The 
town shriveled back to its original size, but instead of 
being a happy, prosperous town it became a has-been com- 
munity of bitter, snarling competitors with nothing to ocm- 
pete for. So I lost my job. 


Old Bill sat back thoughtfully. His eye strayed to 
the circular of an electric cleaner manufacturer, that lay 
on his desk. Its phrases seemed printed in letters of 
fire—“The other fellow’s machine won’t clean clean’”— 
“The other fellow’s motor wears out quick” —“The other 
fellow’s gears get clogged with dirt”—“A cleaner without 
our patent doodangle can’t possibly get the dirt’”—“We 
get the dirt, the other fellow gets the carpet.” 

Old Bill put his finger on the call button. “Miss 
Shortskirt,” said he to the stenographer who answered 
his summons, “call up our attorney and ask him if there 
isn’t some law about telling lies in advertising.” 

Soon the young lady returned. ‘“‘Here’s the law,” she 
said, placing a paper on his desk. “Mr. Briefcase dic- 
tated it to me over the ‘phone. He says there’s a law like 
that in thirty-six states.” 

“Read it,” said Bill. 

“Whoever, with intent to sell, or in any wise dispose of 
merchandise, securities, service, or anything offered by 
him, directly or indirectly, to the public for sale or dis- 
tribution, or with intent to increase the consumption 
thereof, or to induce the public in any manner to enter 
into any obligation relating thereto, or to acquire title 

Continued on Page 66 
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How to Help the Lighting Dealer 


The Jobbers’ Salesman Must Pass Along Tangible, Definite Sales-Building 
Hunches and Help the Dealer Identify Himself to His Public 


By W. E. UNDERWOOD 


UPPOSE you were to start a retail electrical store in 
S the back room of a barber shop, and that you used 

absolutely no advertising—no window displays, no 
igns, no newspaper advertising, no letters, no direct or 
ndirect solicitation among your acquaintances—how much 
business would you do? You tell him, thermometer, you've 
vot the zero! 

The only people who might discover that you were in 
business would be those to whom you owe money; also 
book agents and insurance solicitors—those birds will find 
ou anywhere. 

Of course, this is an extreme case, but there are thou- 
inds of electrical retailers who do not cash in on their 
sales possibilities because they fail to do a hundred per 
cent job of identifying themselves to the buying public. 
Call it bum advertising or lack of advertising if you like 
that way of expressing it better. 

When a new doctor or a new dentist comes to town, his 
first job is to get himself favorably known. He may be a 
hum-dinger in his line, but no shekels are going to roll his 
The 


cthies of his profession do not permit him to advertise in 


way until folks know him. So what does he do? 


the way a merchant can, so he promptly hangs out bis 
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shingle on his office and his home—gets in the telephone 
directory, goes to church, joins all the local clubs and 
lodges, jollies the corner druggist into introducing him to 
folks, gets chummy with the local newspaper office, and in 
about two weeks everybody in town knows he’s on the job. 

The lighting retailer has the same task to accomplish, it 
he expects to be successful. He must not only make him- 
-clf and his store known to his community, but he must 
Keep everlastingly at it, lest people forget him. Probably 
there is no other activity in which the jobber’s salesman 
can so easily and surely aid the retailer to greater sales 
and greater prosperity. The traveling salesman has the 
chance of seeing how hundreds of retailers identify them 
selves to the buying public. With hardly an effort, he can 
become an expert through observing the ways that pay 
and the ways that fail. 

As a direct urge towards the cash register, there's noth 
ing in the lighting retailer’s bag of tricks which can beat 
the display window, especially if the store location is good 
and the advertising wallet is small and thin. The lighting 
man has the bulge on all stores in the neighborhood be- 
cause he can, simply by using light-—-the commodity he has 


for sale—compel attention to his window by night and by 
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day. Surrounding merchants lack his knowledge of light- 
ing equipment. For example, there’s nothing more beau- 
tiful than a display of lighted portable lamps. A window 
equipped with the new color lighting units can be made 
very lovely and so striking in appearance as to actually 
pull crowds from the opposite side of the street. Windows 
lighted with Daylight lamps; windows with flasher effects ; 
windows with lighted White Mazda lamps on display; all 
of these things are or have been first open to the lighting 
retailer long before other merchants get a chance to use 
them. 

It is an absolute fact that a good window display of 
lamps and lighting equipment gets busy at once in a sales 
way. No small number of cases are on record where sales 
have immediately doubled or tripled as a direct result of 
a well-trimmed window. 

Practically every lamp manufacturer and every lighting 
equipment maker offers to his dealers any amount of at- 
tractive window material, such as cut-outs, monthly litho- 
graphed trims, cards, frames, etc. Several even suggest 
definite ways in which the window may be effectively 
trimmed to display these advertisements together with 
lighting merchandise. 

The same rules that govern any effective window dis 
play apply to the building of a good window to sell light- 
ing. The high points are attention value and sales appeal. 
Try for distinctive appearance, color harmony and a sim- 
ple, direct sales message that will register at a glance in 
the mind of the passer-by. Don’t put too many things in 
the window. Where wording appears on placards, make it 
brief. Balance your window display, either by the sym- 
Light the 
window brightly, but without glare, and make use of the 


metrical placing of objects or in other ways. 

new things in the window lighting art—set a new standard 

in window lighting that other merchants will want to copy 
and help them copy it! 

Every electrical retailer ought to keep a list of custom 
ers and prospective customers, and such lists ought to be 
maintained in apple-pie order—up-to-date all the time and 
With such a list. 


any new lighting development or any special lighting bar- 


without the accumulation of dead wood. 


gain has a ready sales channel. 


A good letter, or a series of two or three sent to names 


selected from this list is going to help sales and, in addi 
tion, keeps the retailer's name before these people wh 
have the cash to buy. Any number of good lighting sale: 
campaigns centered about direct mail advertising hav: 
been worked out; such as school boy solicitation campaign- 
on home lighting; industrial and commercial campaigns 
lamp contract campaigns; refixturing campaigns; and 
house wiring campaigns. The dealer who enlists the post 
inan and follows him up by either personal or telephon: 
cail is inevitably going to sell something if the letter and 
follow-up job has been well and tactfully done. 

The jobber’s salesman cannot go wrong in prodding 
every lighting retailer into a whole-hearted use of window 
display and direct mail advertising. Newspaper advertis 
ing, however, is like eating strawberries. Some folks eat 
and suffer no regrets— 
after. Whether or not it will be profitable for the lighting 


others eat and are very sorry soo1 


store to advertise in the newspapers calls for judgment 
founded on just a little bit of horse sense and-analysis. It 
all turns on the location of the dealer and the size of th: 
town. 

The dealer in the small town is more than likely to lb: 
located on Main street. It costs him very little to adver 
tise in the Daily Chronicle or the Weekly Bugle. Near] 
everybody in town reads these papers, so, obviously, it is 
an excellent bet for him to carry a good advertisement in 
these papers constantly. 

On the other hand, Sam Jones, let's say, has a littl 
store way out on the west side of Chicago. It will cost him 
real money to advertise in the big Chicago dailies, and 
probably a very small proportion of the readers ever pass 
his store or buy in his neighborhood. Evidently that kind 
of advertising isn’t going to put any money in his bank. 

The big or little dealer in the small town or the big 
dealer centrally located in the big town can effective] 
advertise in the newspapers. But the little lighting fellow 
in the big town, especially if he is not centrally located. 
had better lay off the newspapers. 

Newspaper advertising may or may not result in a) 
immediate increase in sales. It is safer to go into it onl) 
with the idea of slowly building a reputation by telling 
your message over and over again. For the lighting mer 

(Continued on Page 64) 
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It was a merry crowd of Western Electricers that set work aside for a day to hold a picnic at Excelsior, Lake Minn 
tonka, near Minneapolis, Minn., on July 14 last. There being quite a number of branches of the Western Electric Co. it may b: 


necessary to explain to some that this bunch is from the Minneapolis branch at 114 North Third street. 


To others, howeve: 


who know and can perceive Martin A. Buehler, the genial sales manager, camped amidst a veritable regiment of fair youn; 


ladies, it is not necessary to explain 
on each side of him. 





It isn’t every jobber’s sales manager that can go on an outing with a dozen fair damsel! 
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Methods That Build Business 


David Bunn of Newark Electrical Supply Co., Explains How 
He Gains Confidence of His Trade 


Reported by THOMAS F. CHANTLER 





66 VERY salesman knows the importance of rus- 
E tling for new accounts,” said Mr. Bunn, “and 
each one, too, probably has his own way of 

soing about it to get those accounts. I’m something of 


ply Co. Also, I'd be interested in learning how tomor- 
row’s, next month’s and next year’s business looks to you. 
Will you tell me?” 

“He did, too—spent a full hour with him. We chatted 


‘bug’ on the sub- 
ect of new accounts, 
ind have spent a lot 
of time figuring out 
ways for landing such 
susiness. I talked it 
ver with Mr. Rost, 
too, and he brought 
ne to see that the 
first step in getting 
hat business was to 
ipportion my _ time 
correctly, that being 
the essence of the 
whole thing.” 

“Now, as nearly as 
is possible, I devote 
‘0 per cent of my 
time to the securing 
of new business. !} 
tried other ratios, but 
that one seems to 
work out about right 
for me; so I stick to 
t pretty closely. But 
please do not let the 
dea go forth that I 
‘am in the least un- 
inindful of the impor- 
tance of holding onto 
he business already 
secured—n e w_ busi- 
iess secured at the 
xpense of business 
1 hand is poor busi- 
ness, every time.” 











Author’s Note 


LL too frequently, perhaps, the practice 
is to go to executives or salesmen of 
many years’ experience when one seeks in- 
formation upon the subject of selling. Nev- 
ertheless, good service can be rendered and 
variety achieved by reporting the opinions 
of younger and less experienced men. In the 
organization that O. Fred Rost has gathered 
around him in the Newark Electrical Supply 
Company I found a man of that description. 
David Nelson Bunn is his name. His ex- 
perience as an outside salesman in the 
jobbing field totals less than four years, and 
he freely admits that he has many things yet 
to learn. In fact, he modestly asked to be 
excused when the idea of his talking for pub- 
lication was first broached. However, it was 
made plain to him that readers of The Job- 
ber’s Salesman would interpret his attitude 
correctly,—as being co-operative rather than 
one desiring to get into the lime light. So 
it’s upon that basis that his views are report- 
ed here. He has said some things worth 
reading, too. And here they are. 




















about business gen 
erally and his busi- 
ness in_ particular. 
Every chance I had 
to tell him something 
of what our custom- 
ers were saying re- 
garding business con- 
ditions gave me an 
opportunity to work 
in something about 
our company—what 
we thought, what we 
had done, or were 
doing, to help our 
customers, and _ so 
on.” 

“T did not sell him, 
but we parted very 
good friends, all 
things considered. 
We'll get his business 
later on I'm sure. 
The next day after I 
had seen him I ran 
across a news item 
bearing on some of 
the matters we had 
discussed; so I sent it 
to him. It’s not likely 
that he will acknowl- 
edge it, but -he re- 
ceived it and it will 
go toward building 
up the right sort of 
an impression.” 


“When calling upon a prospective new customer the 
very first thing that I try to sell to him is myself. Just 
recently I visited a prospect who put his hands up over 
iis head in a comical sort of way and said: ‘My God, 
ld man, I’ve nothing against you personally; never saw 
vou before, in fact. But you are the twelfth salesman 
that has been in here today. Now what do you think 
‘hat you have that you can sell me as the twelfth man 
n line?’ ” 

“T don’t care a whoop whether or not I sell you any- 
thing, I said. I want only to make myself known to you 
ind tell you something about the Newark Electrical Sup- 





“Samuel Butler said: ‘Up to thirty a man will read any 
thing, after that he begins to suffer from mental indiges- 
tion and goes on a diet.’ I think that a slump in business 
has the same tendency to restrict a man’s reading and 
thinking —to just those things that directly concern his 
business welfare. Just now, as it seems to me, the pros- 
pects we jobbers’ salesmen meet are thinking mainly along 
these lines:—First, when is business going to pick up? 
Second, what’s to be done to help it along? Third, how 
can I (the prospect) better conditions for myself. 

“Now I’m yet only a novice at selling and my years 
are not many. Even so, though, I find that prospects 
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much older than I will listen with the most serious atten- 
tion to sensible discussion of those three points. So I’m 
trying to understand the fundamentals of merchandis- 
ing and of business, so as to be able to render good 
service to my customers and prospects, especially the 
small contractors. Many of them have had very little 
chance to dig into the things that make for success or 
failure in their work; and the salesman who is around 
and about has excellent opportunities for picking up 
ideas that will help in the work of serving his customers.” 

“Perhaps there are salesmen capable of going into a 
prospect and just sort of yanking business out of him, 
even though they never have seen him previously. I can- 
not do that. But I do believe that an honest effort to 
be of service and a persistent display of good will can 
be depended on to win through to the customer’s con- 
fidence eventually. Customers secured on that basis are 
quite apt to be permanent.” 

“Referring to this plan of mine as a method, I saw its 
opposite exemplified recently. I visited a contractor- 
dealer at a moment when he was being interviewed by 
the representative of a very well known manufacturer of 
washing machines. If he did not stock his machine, this 
salesman told the dealer, he would put it in the store 
down the street. To be sure, the salesman gained his 
point, but only temporarily.” 

“No sooner had the salesman departed than the dealer 
turned to me and said that he would handle the machine 
only so long as there was any opportunity of the sales- 
man being able to create a competitive condition such as 
he had threatened to evoke. Moreover, I happen to know 
that the sales on that machine by that dealer will be 
only sufficient to hold the agency. As for the salesman, 
I think he has spoiled his best chances with that dealer 
for all time.” 

“About six weeks ago, a customer ordered a quantity 
of a certain item on the basis of his former purchases, 
about #6.75 per unit. The price in the meantime had 


+ 
iT Re 


been advanced to $7.75. His order was so worded that 
we might easily have shipped at the advanced price, tak- 
ing chances on making the sale stick later on. However, 
we wrote and told him of the advance, saying that we 
were withholding shipment until receiving his confirming 
order at the new price.” 

“He wrote back to let it drop. But the next time I 
visited him I came away with an order so big it nearly 
knocked me cold; and I do believe that our manner of 
handling the previous transaction had much to do with 
the size of the order I got. Anyway, whether we land 
them today or sometime later, they are landed eventually ; 
service and persistent plugging take care of that. Just 
last week, for instance, I closed a lamp contract for 
$1,200 that represented more than three months’ work— 
nine calls and a lot of correspondence.” 

“No salesman ever attains perfection in such things 
of course, but our policy around here is to endeavor to 
be equipped to counsel with a customer or prospect. re- 
garding any reasonable problem in connection with his 
business that he may mention. Only yesterday, I was 
called upon to help a customer decide whether to con- 
tinue with his employees on the open shop basis, or 


operate as a closed shop. And for the last week and 


more I have been devoting all my spare time to taking 
an inventory for a contractor-dealer and installing a 
cost accounting system.” 

“Other ways in which I have found it possible to b« 
helpuful to our customers and prospects are in connec 
tion with their advertising, window displays, the arrange 
ments of their shelves, and so on. While not an adver 
tising man, I have contrived by one means and another 
to present my customers with copy that produced busi 
ness; and window displays—well, one dollar for each 
such window trimmed for a dealer would go quite a ways 
towards swelling my bank There’s a further 
opportunity to be helpful in the matter of demonstrating 


account. 


appliances for dealers at fairs, church festivals, and the 
like. I have helped in that way more than once, and it is 
surprising how very grateful most dealers are for sales 
one makes for them under those conditions.” 

“In fact, I’m authorized by Mr. Rost to tell my custom 
ers that the Newark Electrical Supply Company employs 
me to co-operate with them in building up their business, 
and that it is up to them, therefore. to command my sery 
ices. It means hard work and much study for the salesman, 
in order to make that co-operation worth while. But it 
surely does act to produce sales.” 
grocery store at North 
Branch, New Jersey, and during that time I spent my) 
Then I took a 


course in a business college here in Newark. That fitted 


“T began work as a clerk in a 
evenings studying electrical subjects. 


me for the position of stenographer with the Newark Elec 
trical Supply Company, and I stuck to that work for tl. 
better part of a year. Then I went behind the counter and 
worked there for four years. 

“The war and training camp interrupted my progress 
temporarily; since then I have been working as a salesman 
and outside man. To further equip myself to co-operat 
with my customers, I have taken the Alexander Hamilton 
Institute course in commercial law, and I’m now studying 
economies and psychology. I enjoy my work and know 
that there is a future in it for me. That’s why I’m study 


ing hard to improve myself.” 


Success 


HE road to success is no rougher, or harder, or more 
T painful than the road to failure, but there is this 
difference: we voluntarily choose to bear the pains of 
success, while the pains of failure are thrust upon us. 

The pains of success are mental and physical, as are 
those of failure. 

The boy or girl who aspires to succeed in school pays 
a daily penalty in the act of resisting the impulses to 
enjoy pleasures of the moment; in forcing the brain to 
exercise when it is crying to quit; in doing daily mental 
tasks which are just as tiring as any physical labor. 

The man who succeeds pays his penalty, too. 

He must save when he would like to spend. 

He must work when he would like to loaf. 

He must be up and doing when he would like to sleep. 

He must take kicks and not kick back. 

He must assume responsibilities when he dislikes to 
add to his burden. 

He must be patient when his nature is to be impatient. 


a 
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A New Version of “Turnover” 


“Sell the Idea to the Public,” Is the 
Message of Mr. Collins 


By JAMES H. COLLINS 


HE other day a new self-filling fountain pen con- 
structed on a principle that gives it capacity to 
hold a month’s supply of ink, was introduced in New 

York City. New York is considered the hardest market 


in the country for 
a new article. Most 


and any number of brands in clothing, collars, farm 

machinery, household devices. 
But the public has still to learn that the real economies 
of turnover are to be found in retailing. Here is where 
slow turnover piles 


up expense on thou- 








manufacturers pre- 
fer to conquer the 
country first, and 
some never tackle 
New York. In foun- 
tain pens, for ex- 
ample, there is at 
least one company 
which has attained 
national _— distribu- 
tion, but has not a 
single retail outlet 
in New York. 
Within six weeks, 
this new fountain 
pen was being sold 
by twelve hundred 
metropolitan de a 1- 
ers, many of them 
retail merchants in 
lines where fountain 
pens have not been 
handled before. One 





sands of unbranded 
products, and where 
even the manufac- 
turer's quantity pro- 
duction economies 
on branded articles 
may be dissipated 
by slow turnover. 
Harvard investi- 
gators have found 
surprising sluggish- 
ness in retail stocks 
—groceries average 
only a little more 
than eight  stock- 
turnovers yearly. 
Drugs less than 
three turns, hard- 
ware a little more 
than two. Increase 
turnover, and imme 
diately two things 


nee ini eae Bie HIS is the second of a series of important hap pen—a redue- 
neniaiaiia tates Ul sais. articles by the well known writer on busi- tion of five to tem 
cess— turnover. ness subjects. In this article Mr. Collins percent in sales 
loreeful —advertis- shows the importance of turnover to dealers then vie omne aa 
ing of this pen’s and illustrates how the public can be inter- pesariner on eee 
new principle cre- ested and its co-operation secured. dial “dia to 
ated consumer de- Another article by Mr. Collins will appear ‘dé aeons 
man Se wom HH in an early issue om the subject of Hs the |) though eam 

I Retailer a Worker’ Gees Mees the 00: 


where the averagé 
dealer sold five pens 





ume of sales. 

















daily. On an in- 
vestment of about 
+30, which gave a complete assortment of each style and 
point, the retailer had the possibility of turning his money 
in four to six days—an irresistible proposition. 

Turnover like this means quantity production in the 
factory. The public knows that quantity production in 
factories means economy—lower costs and reduced over- 
head to the manufacturer, more reasonable profits to the 
retailer, more reasonable prices to the consumer. 

The public has plenty of quantity production examples 
in the manufacturing field—the Ford car, the dollar watch 


The public can un- 
questionably be in- 
terested in this subject, and when it clearly understands 
the benefits to itself of quick turnover, will give the re- 
tailer something indispensable in attaining it—teamwork. 

Quick turnover means dollars working briskly. Slow 
turnover means dollars loafing on the job. Suppose a 
shoe dealer found one hundred pairs of men’s Oxfords 
which had been hanging on his shelves for six months. 
Priced regularly at $8 a pair, they would yield him thirty- 
five per cent gross profit. His selling expenses are twenty- 
five per cent and net profit ten. The $520 of his money 
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tied up in that stock, recovered and put to work, would 
buy one hundred pairs of quick selling models. He de- 
cides to sacrifice his ten per cent net profit, and by speed- 
ing up sales cut the selling expense in half. This makes 
possible a reduction of $1.80 on each pair of shoes. 

Instead of the usual advertising argument ‘Formerly 
*8, now $6.20” popular attention is switched from price 
to working capital. The advertising argument runs some- 
thing like this: 

A LOAFING DOLLAR SIGN. We have found 
a bunch of dollars loafing in our stock—tied up 100 
pairs of men’s Oxfords that for reasons of style, 
odd sizes, etc., have lagged behind in sales. These 
dollars must get busy. They are strong, husky, and 
able to work—like the shoes. We want to round 
them up, get them together, find them new jobs in 
financing fresh stock. So the shoes in which they 
are hiding have been cut from $8.00 to $6.20 a pair. 

We expect to chase these loafing goods out of the 

store within the next three days. Examine these 

shoes yourself. See if you can put one or more pairs 
to work and release our loafing dollars. 

Harvard investigators found one retail grocer whose 
stock turned only once every two years! But they found 
another who turned stock every ten days—thirty times a 
year, because he sold perishable fruit, vegetables and 
meat, and had to. This startling contrast shows the 
enormous possibility for lowering retail costs, while in- 
creasing retail earnings. The consuming public today is 
vitally interested in distribution economies. In all the 
investigations of living costs, however, the element of 
turnover has been overlooked. If it were put plainly before 
the public, it would explain many things, and indicate 
where the consumer might take hold to help effect econo- 
mies himself. 

Telling the public about yearly turnover or even monthly 
turnover of a retailer’s old stock, would be difficult and 
complicated in the telling, and too abstract from the read- 
er’s standpoint. Picking out some attractive article and 
telling the public about turnover on that one thing would 
be different, a new way to present leaders, and a new basis 
for the special sale. Suppose a druggist found that by pur- 
chasing five hundred French ivory toilet sets he could get 
a marked price reduction. Ordinarily he might not be able 
to sell that many in a year. Suppose it were possible to 
sell them all in a week. The saving in interest, concentra- 
tion of selling and overhead expenses, and quickly putting 
his capital back to work in something else, would make 
possible still further saving on the price. Set before the 
public in this way, co-operation would be forthcoming, new 
customers attracted, and sales of other goods stimulated. 
The same thing can be applied to many electrical special- 
ties. 

There are three distinct ways in which such a “turnover 
sale” might be exploited: 1. Outlining the task under- 
taken before the sale began. 2. Reporting day-to-day 


progress as the sale went on. 3. Reporting the final r 
sults—perhaps announcing that the sale has been finishe: 
ahead of schedule. 

But the retailer needs more than consumer team-work 
The manufacturer’s co-operation is essential. The retaile: 
knows chiefly what he has been able to accomplish himself, 
in one store, while the manufacturer knows what turnover 
in his products should be nationally, and can set an objec 
tive to be reached. He can impress turnover upon the con 
sumer by emphasizing the economies of quantity produc 
tion. He‘’can impress it upon the retailer by showing the 
earning power of his products per dollar invested when 
kept moving according to average retail sales the country 
over. The retailer, showing the consumer that he is work 
ing up to these averages, and the consumer, having don 
his part, can expect from the manufacturer definite reduc- 
tions in price or improvements in quality justified by in 
creased quantity production. 

Increased production—getting back to work—creating 


and distributing new wealth so everybody may have more. 


These are some of the familiar tonics now being prescribed 
for sick industry. Turnover is involved in every one of 
them—properly understood and tackled by manufacturer, 
retailer and consumer, it is the starting point for all. 





CCORDING to the encyclopedia, Rene Descartes 
was the father of modern philosophy and a very 
wise man. 

Yet one day he did a curious thing. To put the fin 
ishing touches on his study, he provided a large notch 
in the bottom of the door so that his cat could get in 
and out. Then he cut a smaller notch for the kitten. 
Though Descartes was a splendid thinker most of tlic 
time, he seems, like the rest of us, to have been capab!: 
of foolishness also. 

No matter how carefully the human mind is trained 
it will insist upon proving that it is still a human mind 
by occasional lapses into foolishness. 

This fact was recognized by another wise man named 
Erasmus who wrote a book “In Praise of Folly.” And 
it was recognized by the church when that great institution 
tolerated the Feasts of Fools in every country of Europe. 
Perhaps there would be fewer people in the insane 
asylums today if mankind had not lost sight of the need 
of a little folly once in a while. 

This then is a plea for the right to be foolish now 
and then. 

Most of us take life too seriously—or take it seriously 
too continuously. 

We get into a rut of seriousness which wears deeper 
and deeper until it is so deep that we cannot see out of it. 

And when some wisely foolish person looks down upon” 
us and invites us to come out and be foolish, we cannot. 
Real folly is unknown to us-—folly of the cleansing, 
purging kind that acts upon the mind like calomel upon 


the liver. 








Frank B. Rae, Jr., to start next month. 





EAD the announcement on Contents Page, of an important series of interviews by 
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Exploding the P. A’s Alibi 


“Your Prices Too High”’—Frequently Only a Device to 
Hide Prospects Real Reason for Not Buying 


By INTERVIEWER 


66 N probably two-thirds of the cases where a buyer 


says no to a salesman the reason given is that prices 
are too high. Experience and observation lead io 
But it is true 
very frequently that the real 


that conelusion. 


mentarily, making as though accepting his argument. 
“In the meantime I contrived to have him admit that he 
was about out of several among the items that I knew I 
could offer at very low prices. 


Then I offered them to him. 





Did he buy? Not by a darn 





reason for not buying has little 
or nothing to do with price— IIS is 
price is merely the device em- 
ployed to hide that real rea- 
son.” ... The words are those 
of a very capable salesman and 
executive, and they came out 
while he was being interviewed done 
for THe Jopper’s SALESMAN. 
Now if this man be right 
and others I have talked with arly issue. 
regarding his conclusion them ? 


that he is—it follows, then, that 


say 





of a series of twelve 
pertinent pointers on sell- 
ing picked up by our 
workers in the field and 
into 
by Interviewer. The next 
article will appear in an 


sight, he didn’t! 


seventh ; 
“Well, I crowded him pretty 


the 


hard. Finally he told me that 
he had had a scrap with my 
house that had occurred before 
my time, and for that reason he 
this form 


was not buying from us. It was 
all news to me, of course. 
“Just think of that son-of-a- 


Do you like gun! Stalling me along with 
his drool about high prices, 





when all the time the real rea- 














in many instances about the best 
that can be said for the price- 
too-high argument is that it is merely a purchasing agent's 
alibi. In fact, many salesmen are well aware of that ten- 
dency to make alleged high prices a sort of blanket excuse 
for not buying. The aggressive ones, too, are finding it 
profitable to subject that excuse to the “‘acid test” before 
accepting it. 

One salesman with whom your reporter discussed the 
matter explained his views in so convincing a fashion that 
we are quoting him literally. By the way, too, his method 
of meeting the price-too-high argument is not copyrighted. 
All who care to do so are invited to make use of it. Here 
is his explanation. 

“Having so many different items to sell—thousands, in 
fact—I fell into the habit of concentrating upon a few of 
them without properly realizing that I was doing so. Con- 
sequently, when told that my prices were too high, I was 
left at a disadvantage because for a long time I accepted 
<nch criticism as applying to all that I had to offer. I over- 
looked entirely that bad habit of mine of concentrating 
upon a few things and featuring them as though they were 
ill I had to offer. 

“Finally it dawned upon me that among the thousands of 
items which I had been neglecting there were undoubtedly 
many that could be offered at prices that no purchasing 
agent would have the nerve to say were high. I searched 
for those bargains and found them, of course. Then I went 
out seeking for some prospect to spring that price-too-high 
irgument on me. 

“My plan worked all right, only not quite as I had ex 
pected. A prospect I had never been able to make headway 
with handed me his regular wheeze about my prices being 
too high. So that was my cue to change the subject mo- 


son for his not buying was that 
he had a grouch against the 
house! Offering him goods at prices he could not in de- 
cency say were high had stripped him of his mask. 

“I charged him with having treated me unfairly, asking 
him why he had done so. He said that he liked me person- 
ally and had used the price-too-high argument as the easi- 
est way of letting me down. It was a mighty sick argu- 
ment, I thought, but that is what he said, nevertheless. 

“T did not sell him at that time, but did so later, after 
ironing out the trouble between him and the house. But the 
experience meant more to me by a good deal than many 
sales would have done. For it taught me the necessity of 
testing the sincerity of the prospect who does not buy be- 
cause, as he says, prices are too high. 

“The real obstacle to the sale may arise through my not 
having sold myself to the prospect. Again, it may be that 
he is unsold on my house or my proposition. But from the 
prospect's point of view, any of those conditions chancing 
to exist, the simplest way for him is to say that my prices 
are too high. Too, it may be that Mr. Buyer has a relative 
he prefers to favor, or he may have a very advantageous 
arrangement elsewhere as to credits. Also, it may be that 
his business is a bit shaky, and he does not wish at that 
time to court investigation by our credit department. 

“Anyway, the man who says that my prices are too high 
must prove that that is his real reason for not giving me 
his business. If he is using the price-too-high argument as 
an alibi, I want to know it. Then, when I get at the real 
obstacle I stand a chance of removing it and making the 
sale after all.” 


Two hands and a brain are all the capital anyone needs to 
make a success. ; ; : 
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B EK'TTER than big business is clean busi- done, nevertheless, if one is determined to main- 
ness. 


ry. . 2 e 
_ To an honest man the most satisfactory A man that makes a habit, every deal he goes 
reflection after he has amassed his dollars is not — jnto, of asking himself: ‘““What is there in it for 


A Clean Profit Is One That Has 
Made a Profit For the Other Fellow 


Clean Business 









Better Than Big Business 
By DR. FRANK CRANE 






tain his self-respect. 





that they are many, but that they are all clean. the other fellow?” and who refuses to enter into 
What constitutes clean business / any transaction where his own gain will mean 
The answer is obvoius enough, but the obvious — disaster to some one else, cannot go far wrong 


needs restating every once 
in a while. 

A clean profit is one that 
has also made a profit for 
the other fellow. 

This is the most funda- 
mental moral axiom = in 
business. 

Ariy gain that arises 
from another’s loss is dirty. 

Any business whose 
prosperity depends upon 
damage to any other busi- 
ness is a menace to the gen- 
eral welfare. 

That is why gambling. 
direct or indirect, is crimi- 
nal, why lotteries are pro- 
hibited by law, and why 
even gambling — slot-ma- 
chine devices are not toler- 
ated in civilized countries. 

When a farmer sells a 
housekeeper a barrel of ap- 





And no matter how 
many memorial churches 
he builds, nor how much he 
gives to charity, nor how 
many monuments he erects 
in his native town, any man 
who has made his money by 
ruining other people is not 
entitled to be called decent. 

A factory where many 
workmen are given em- 
ployment, paid _ living 
wages ,and where health 
and life are conserved, is 
doing more real good in 
the world than ten eleemo- 
synary institutions. 

The only really charit- 
able dollar is the clean dol- 
lar. 

And the nasty dollar. 
wrung from wronged work- 
men, or gotten by unfair 
methods from competitors. 


ples, when the milkman sells her a quart of milk, is even nastier than when it pretends to serve the 
or the butcher a pound of steak, or the dry- Lord by being given to the poor, to education, or 
goods man a yard of muslin, the housekeeper is _ to religion. In the long run all such dollars tend 
benefited quite as much as those who get her to corrupt and disrupt society. 


money. 


Of all vile money, that which is the most un 


That is the type of honest, clean business, the speakably vile is the money spent for war; for 


kind that helps everybody and hurts nobody. 


Of course as business becomes more compli- 


war is conceived by the blundering ignoranc: 
and selfishness of rulers, is fanned to flame by 
the very lowest passions of humanity, and pros- 


‘ated it grows more difficult to tell so clearly titutes the highest ideal of men—zeal for the 
whether both sides are equally prospered. No common good—to the business of killing human 
principle is automatic. It requires sense, Judg- beings and destroying the results of their collec 
ment and conscience to keep clean; but it can be — tive work. 


Copyright, 1921 by Dr. Frank Crane. 
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Pictorial Review of Electrical Developments 





It Seems That Brightly 
ticularly Fine 
Floodlights is Becoming Quite 
the Vogue. 


the New 


River 
The Wrigley Building in Chicago 
(shown above) Looks as Though it Had 


But One Side, Yet in Reality it Has 
Four and is Diamond-Shaped. This 
Photo Shows Again What Beautiful 


Effects a Combination of Extraordinary 
Architecture and Electric Floodlighting 
Can Bring About. 








Il- 
luminating Buildings of Par- 
Architecture by 


Above is a bank of 





66 X Ray Floodlights Which 
at Night Play on the New 
Wrigley Building on North 
Michigan Boulevard in Chi- 


cago, and at the North End of 
Michigan Boulevard 
Link Bridge Over the Chicago 



















1iic aremendous rower of Electricity is 
Illustrated in the Above Photo Which Por- 
travs a Powerful Electric Magnet Lifting a 
Ponderous Chunk of Metal. 





Kade! & Herbs 


QI nternational Film Service Co 
This illustration shows one of the new U. S. S. Cali- An alarm clock de luxe is shown above. By wiring the 
fornia’s 18,900-pound propellers being balanced on the clock in connection with an electric lamp milady can be 


Akimoff electrical balancing machine. 


awakened without the shock of the ordinary alarm clock 
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Pictorial Review of Electrical Developments 






















THE, SMALLEST PAPER | 
*s M nTH 
SEE tT iN “3 Pa ey al + EWORLD, 








° . —* . . 
m ©International Film Service Co. 


Here is the smallest paper making machine in the world and the only one of its kind in existence. This little 
machine, which, it will be noted, is electrically driven, was on display at the Graphic Arts exposition and the 
Pageant of Progress exposition in Chicago recently. The average paper making machine is more than 200 feet 
in length and weighs several thousand tons. This machine is less than nine feet in length. Some of the bearings 
and gears are as fine as those in a watch. It performs every operation in the making of paper from the time 
the pulp is fed to the grinder to the time the finished product comes out on a little roll. 


Olnternational Film Service Co. 


Here is a new style of whirly-gig which has been placed 
. few yards out in Lake Michigan at one of the North , ©lnternational Film Service Co. 
Side beaches in Chicago. The merry-go-round which 
es eee machines at amusement parks is trouble with their telephone service but not so with the 
electrically driven. Among other things it probably gives  ¢itizens of Stockholm, Sweden. No matter what part of 
the bather a better chance to learn how to dive—if he or the city you are in you will find a public phone. Notice 
she is fortunate enough to land head first the telephone booths along the sidewalk above. 


Residents of some American cities profess to be having 


ON WIRE 
SUPPLIES 
= 4 BATTERIES 
—— RPHO pn" S £ € 
a aaa Ps + nde . : 
—— agunnasnnnnnan as Ge eimial fos © e € 3 e 
f ce& 


omp ai 





Until about a year ago the Grand Rapids (Mich.) branch of the Western Electric Co. was just a sub-ware- 
house of the Chicago branch. Last year, however, i: was placed on its own feet with A. (Gus) Schwenck (seventh 
from the left in the right photo above) in charge as salesmanager. With Gus is shown his retinue of assistants 
while in the photo to the left is shown the house over which he presides. Since this branch was established it 
has made rapid strides. 
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Pictorial Review of Electrical Developments 











OUnderwood & Underwood. ©International Film Service Co 
Ordinarily when discussing ventilating fans one thinks The above is an electrically equipped diving bell for 
in dimensions of from 16 to 72 inches. Here is a venti- picking up objects on the bottom of the sea. It has an 
lating fan, however, that is 12 ft. in diameter and cap-  eight-hp. electric motor with propellors as well as power- 
able of delivering 150,000 cu. ft. of air per minute. ful searchlights. 





baad a4 


©Kadel & Herbert 





When going out for a stroll the ordinary pedestrian 

chooses the sidewalk on which to perambulate. The 

Here is a powerful battery of searchlights which are above three German acrobats, however, gave residents of 

placed on the top of an airplane hangar to illuminate the Berlin a thrill by choosing a set of telegraph wires on 
field for night landings of airplanes and airships. which to take a 50-yard stroll. 


©International Film Service Co. 





Here is the new U.S.S. Maryland, the third electrically propelled battleship of the United States navy and the 
first to mount 16-inch guns, making her the most powerful vessel afloat. When the first electrically operated battle- 
ship was launched ét was regarded as a marvel in electrical advancement. Electrically driven merchant and _ bat- 
tleships are beginning to become quite common, however. 
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Pictorial 


Review of Electrical Developments 


























\ new way to hold an auction sale is shown in the 


picture above. The clock like dial is the device on 


which the bidder makes known his bid by means of 
an instrument placed on the desk in front of him. At 
the same time the bidder records his bid a smal! dise 
in front of him is illuminated showing it was he who 
bid. It must be an uncanny auction sale without the 
foghorn voice of the auctioneer. 
electrical. 


The device is entirely 








Judge Elbert H. Gary is such a strong believer of 
the words “It can be done” that he has an electric 
sign behind his desk with these words on it. When 
the occasion arises in a meeting the judge presses 
a button and the two signs indicated in the photo 
are illuminated, 


At the big race meetings and other functions in Eng- 
land which crowds of people attend, the traffic on the 
main road out of London is often controlled by wireless 
from a balloon hovering above in the air. 















The mechanical boy, who amused many American dough- 
boys during the war, is the invention of a Frenchman 
He begins his performance by conducting an orchestre 
with surprising accuracy, after which he sits down and 
with a stick of charcoal draws portraits of well-known 
people. An offer is then made to draw the portrait of 
anyone who cares to sit. In five minutes a faithful por- 
trait of that person having his picture made is completed. 
Electrical wires are much in evidence but how big a part 
they play is unknown. 


Acting on the theory that “like cures like” physicians 
at the Broad street hospital in New York claim to have 
obtained encouraging results through the use of the equiv- 
alent of sunlight in treating sunburns. The properties 
of sunlight, according to Dr. A. J. Barker Savage, are vir- 
tually reproduced in the rays of what is known as the Al- 
pin lamp. It throws the ultra-violet rays that kill bacteria 
and gradually heal the injured tissyes. 
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Thought Stimulators . .27>avin cwson 


question. 

Often times 

self interest that we cannot see the other’s self interest. 

Seeing the other side gives a clearer understanding 
of a whole question—including our side. 

This does not mean we must believe in or be on the 

ther side in order to see it, but we can see the other’s 

viewpoint, even though it is not ours and may not be the 


L takes a well balanced mind to see both sides of a 


we are so obsessed with our own 


true one. 

Seeing the other side will aid us to get right if we 
are wrong, or it will help us in convincing the other 
side of the right if he is wrong. 

The most valuable men on both sides of a controversy 
are those able to see the other side. 

In a labor controversy, it is the labor leader able to 
see the employer’s side, and the employer able to see 
the men’s side. 

A lawyer can naturally conduct his case better if he 
knows the testimony and argument of the other side, and 
he can often forecast this by seeing, assuming the other 
side. 

A salesman can convince the buyer more quickly, more 
easily, if he can see the buyer's standpoint. He can 
defend himself in competition, if his position be defend- 
able in truth, by knowing the competitor’s viewpoint. 

Charles Reade in his novel, “Put Yourself In His 
Place,” presents this idea through the medium of a 
character whose invariable motto in time of argument 
and strife is: Put yourself in his place. The book, which 
is an old one, is worth reading just to get this suggestion. 

Where controversy is involved it is often much more 
quickly and expeditiously settled by outside representa- 
tion. 

The lawyer is valuable even in controversy that does 
not get into courts; he is valuable in keeping his clients 
out of court. for he can see the other side when his client 
cannot. 

Those directly interested often have too much feeling 
for intelligent controversy. 

There is often so much feeling that they cannot think 
on their own side, much less see the other side. 

The reason for the efficiency of representation in con- 
treversy often is that it can usually see the other side. 

Most men are inclined to be fair if they are dealt 
with fairly. 

If a man sees that there is an effort to be 
seeing his side he will reciprocate in his own vision and 


fair in 


as a matter of pride. 

Most people pride themselves on their honesty even 
though they are not honest—just as many of us might 
take pride in possessing that which we do not possess. 

Most of us seek an opportunity to display that in 
which we take pride, and if there is a tendency of the 
other to see our side we, in turn, in our pride of fairness, 
will undertake to see his side, with the result that we 
compromise. 

This may explain why radicals retard rather than pro- 
mote reform. 


A radical is one who cannot see the other side. 

A reformer is one who can see both sides. 

A radical in his failure to see the other side develops 
a feeling, a hatred, that closes all doors to understanding. 

His feeling against those of the other side renders 
him exclusive unto himself, or men like himself who feel 
much and do not think much and who exclude others from 
their cause by their abuse. 

Seeing the other side promotes mutual sympathy and 
justice which are the means by which men get together. 

Seeing the other side is promoting our own self in- 
terest by not denying the other’s self interest, and which 
is just another way of stating the Golden Rule—in terms 
of self interest. 

* * # 

T’S easy to misjudge men and motives. 

Here is an incident, called authentic by historians, 
which illustrates this: 

At one of the Waterloo banquets—an annual function in 
the early 19th century, attended by the Duke of Welling- 
ton and a large number of his veteran officers—the duke 
produced an odd and very valuable snuff-box. Greatly ad- 
mired, it went the rounds of the table—and disappeared. 

The incident was so unpleasant that several guests sug- 
gested that everyone permit himself to be searched. 

To this all agreed, except one officer, who was in conse- 
quence strongly suspected.. However, the matter was 
dropped without further investigation. 


The next year found the same guests at the banquet, all 
in dress uniform, as was their custom. 

Wellington, who had not worn that particular uniform 
since the previous banquet, happened to put his hand in a 
small and half-concealed pocket during the course of the 
meal—and found the missing snuff-box. 

After the dinner, the duke searched out the old officer 
and asked him why he had allowed suspicion to be cast 


upon himself by refusing to be searched. 


“Your grace, I refused to be searched at that moment 
because my pockets were filled with food I had taken from 
the table. While I feasted, my family were starving in a 
poor lodging, and I was taking them food.” 

The duke, much affected, immediately proclaimed the 
innocence of the suspected officer, and saw to it that his 


impoverished condition was relieved. 
* * * 
C. MacMAHON of Chicago, one of the best spe- 
A. cialty salesmen in the United States, in his selling 
talk makes it a point to concentrate on positive thoughts 
and ideas. 

MacMahon told the writer that he always tried to ask 
questions and make assertions to which his prospect 
would be compelled to reply “yes’’. 

For instance, he would say, “You want to make more 
money, don’t you?” 

He would not say, “-You’re not making as much money 
as vou would like to, are you?” There’s a difference. 
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MacMahon says the first requisite of selling is that a 
salesman believe in his product. He argues that unless 
you think you are doing your prospect a service by ex- 
changing your goods for his money, you had better stay 
away. To be honest, a sale must benefit both buyer and 
seller, and it should be mutually profitable. 

Another one of MacMahon’s rules is, ‘““Never argue.” 
He tries to state his facts in a way that does not ad- 
mit of argument. In an argument, he says, a London 
cabby has been known to best a prime minister. At the 
time the writer talked with MacMahon he had just booked 
But he said 


this sale did not require half the ingenuity of one he made 


the biggest order his company ever received. 


in a small town early in his career when he sold a cash 
register to a country storekeeper. 

He put so much 
trust in his employees that not only did he not keep any 


This man was of a religious nature. 


check on his money, but he even allowed his clerks to pay 
themselves from the cash drawer on Saturday nights. 
How could this man be persuaded he needed a cash 
He was making a profit in spite of his lack of 
Further, he had a deeply laid religious con- 
viction that it was wrong not to trust his employees. 


register? 


system. 


MacMahon worked on the man all afternoon without 
Finally, as a last resort, he invited 


both the merchant and his wife to come to his room at 
the hotel in the evening. Shortly after his guests had ar- 


making headway. 


rived, MacMahon dropped the remark that he had once 
been a platform reader. On invitation he agreed to recite 
a few lines. Without hesitation he began an extemporan- 
cous address on the subject of temptation. 

By suggestion he was able to paint a vivid picture in 
which the religious storekeeper saw himself as a veritable 
Satan, who was putting temptation in the paths of his 
clerks. 

Before the evening was over he had an order. 

MacMahon said there are six qualities a salesman roust 
possess to succeed. 


They are: 


(1) Health. (4) Knowledge. 
(2) Honesty. (5) Work. 
(3) Resourcefulness. (6) Enthusiasm. 


Health is obviously necessary for any undertaking. 
Honesty is likewise essential if any progress is to be 
made. 

Resourcefulness is described as the quality possessed by 
the insurance solicitor who was once balked by a banker 
who said, “Young man, do you know my time is worth 
*1 a minute?” 

“All right,” was the retort as the solicitor whipped 
out a $20 bill, “‘V’1l take 20 minutes of it.” 

Knowledge means familiarity with one’s product, the 
ability to answer every question that may be asked. 

Work is the will to keep on the job whether sales are 
large or small. 

Enthusiasm is the quality that does not recognize 
failure. It is the fuel that makes the engine go. 


* * * 


I there is any quality which particularly marks the 

man who gets to the top it is resourcefulness. 

An engineer who has been inspecting some oil fields 
through the southwest was in my office this afternoon and 








he told about a great gas well, near Monroe, La., which 
caught fire this spring. 

This well spouted 30 million cubic feet of gas a day. 
The gas blazed with a terrifying roar that could be 
heard a mile away. 

Every means known to the gas men of the West was 
tried to put out that fire. But the gas blazed on. 

Finally, the head of the company that owned the well 
came on the job. He looked at it, asked what had been 
done, and then wrote a wire to Billy Guerin of New 
York, asking him to take the next train west. 

Right at this point the company’s president justified 
the confidence which the board of directors placed in 
him. He was resourceful enough to pick the right man 
to put out his fire. 

Now, this Guerin had never seen a burning gas well. 
It seems he worked his way up in the fire department of 
New York City, from fireman to deputy chief. Next he 
was appointed chairman of the Fire Prevention Federation 
of America. 

Guerin was on the train three days and three nights 
probably thinking most of the time. 

At any rate, it is reported that when he got off the 
train he told the committee that met him that he could 
put out the fire with two streams of water. 

The committee told him they had been playing six 
streains of water on the fire without avail. 

But Guerin played two streams of water on the column 
of gas so they converged from an angle of 90 degrees. 
Then he raised the streams slowly up through the column 
of gas until they reached the base of the glare. Next 
pressure was brought against the streams at the end of 
Striking 
the flame where it emerged from the column of gas, the 
water became steam, it cut off the flame from the gas, and 
the fire went out like a snuffed candle. 


the nozzles, spreading the water out like a fan. 


This struck us as a fine example of pure resourceful- 
ness, explaining why Guerin has pulled himself up out of 
the rank of fireman. 

* * # 


ry’ . . . 

Che greatest possession is self possession. 

An honest business attracts honest customers. 
Progress implies resistance—something to work against. 


A laugh is a smile coming out too fast for the face to 
express it. 
Men are willing to divide when there’s more than 


enough to go ‘round. 


Don’t try to do everything—let prosperity solve some 
of the problems. 

Did you ever notice that a stern father is usually an 
indulgent grandfather? 

Perhaps we wouldn’t appreciate sunshine at all if it 
weren't for a few mean, rainy days now and then. 


Judging from the speed the objective point of the av- 
erage automobile tourist is nothing stationary. 
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MEN YOU SHOULD KNOW 


George A. McKinloc 


F there 


awarded to electrical jobbers for service, loyalty, de- 


were to be a Distinguished Service medal 
votion and tasks we!l performed, Geo. A. MeKinlock, 

president of the Central Elec- 

tric Co., Chicago, would with- 

out a doubt be one of the 

earliest recipients. 

To Mr. McKinlock belongs 
the honor of being one of the 
tirst electrical supply jobbers 
He is 


to the commercial members of 


the world has known. 


the electrical industry as the 
Pilgrim fathers were to our 
vreat United States. He is to- 
day probably the oldest living 
electrical supply jobber from 
the standpoint of years in serv- 
ice; 

He instituted an electrical 
supply house when electricity 
was as yet but a vague mystery 
in the minds of, not only the 
general but the few 
who at that time had attempted 
to dabble in it. 
tremely noteworthy fact i¢ that 
Mr. MecKinlock’s company, the 
Central Electric Co., is the sole 


public, 


And an ex- 


GerorGE A. 


survivor of the first six job- 
bing houses started in Chicago many vears ago. 
1857, the 


four boys and one 


Born in Oswego, N. Y., on December 27, 
second in a family of five children 
girl—neither George nor his parents realized the im- 
portant part that he was afterward to play in helping to 
make humanity’s daily tasks less burdensome through the 
widespread distribution of electrical devices and equip- 
ment. 

When only nine months old it was discovered that he 
was to be a man of unusual mental capabilities: at that 
age his mother vouches for it that he began to talk. From 
then on his brain developed remarkably fast. He was al- 
ways many jumps ahead of his classmates and when only 
11 years old and in the seventh grade, says his brother. 
John MeKinlock, he gave up schooling in disgust saying, in 
effect, that he was not permitted to progress fast enough. 
that he was being held back, that what he was being 
taught was ridiculously simple and easy and that he 
wanted to get into business where he might be allowed to 
‘xpand without being retarded by the conventional bays 
of grades and precedent. 

From this point on George A. McKinlock molded his 
own future. 

He began his career in a fire insurance office, where he 


.equired an elementary knowledge of finance and account- 





McKiniocx. 


President Central 
Electric Company 


ing and here laid the foundation for his future success. 


His first electrical job was with the American District 


Telegraph Co., which he took on April 1, 1877, at the 


age of 20 years. In 1878 th 
Telephone & Telegraph Con- 
struction Co. was organized by 
the same interests as those in 
control of the American Dis- 
Under the 


new order of things the new 


trict Telegraph Co. 


company held a contract with 
the National Bell Telephone 
Co. (later the American Tele- 
phone & Telegraph Co.) which 
it to 
telephones in the state of Mich- 


licensed install and use 


igan. Even though only in his 
early twenties, Mr. MeKin 


lock was the financial head of 
these concerns. Now, however, 
he refers rather amusedly to 
the total invested capital which 
between the whole bunch of in- 
vestors was but $15,000. 

Mr. McKinlock’s brot her, 
William, acted as his assistant 
in the telephone and telegraph 
company and later relieved h'm 
of his responsibilities in the 
Detroit Electrie Works, a small 
manufacturing shop, owned by the same interests as thoss 
in the telephone company. 

Things remained in this state until April, 1887, in 
which vear and month William McKinlock left the De 
troit Electric Works to found the Central Electric Co. in 
Chicago, in which enterprise he was joined by George 
A. MeKinlock, who became its president and has controlled 
its destin‘es since 1893. In the 34 years of the company’s 
existence, it has experienced remarkable growth until it 
is now probably second only to the Western Electric Co. 
in size. 

Mr. McKinlock has always been possessed of a great 
faith in the electrical industry. “I have always felt,” h 
explains, “that the electrical industry offered as many 
opportunities and prizes as the average commercial enter 
prise. The field of electrical energy is unlimited as every- 
one ought to know; therefore, the production and dis- 
tribution of electrical devices and machinery challenges 
the skill and talent to probably a higher degree than most 
of the old, established, productive lines of business.” 

“To be an electrician in the old days,” relates Mr. Mc 
Kinlock, 


commercial or technical. 


“was a mark of distinction whether you were 
People had and do have still, 
a great respect for technical electricians but an equal 


(Continued on page 72) 
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Do You Look the Part? 


Next to Money in the Bank a Good “Front” Helps 
Tremendously to Achieve Success 


By THOMAS FULLWOOD 


HIS article is about the psychology of looking the 

part that one aspires to play in life—‘“putting up 

a good front,” in the slang of the day. But, just 

in that connection, there’s a lot to be said about dogs. For 

when it comes to making a “‘front’’ speak louder than 
words man’s four-footed friends stand supreme. 

First of all, there must be a reference to a cowed dog, 
one with tail tucked between its legs and a hunted expres- 
sion about the eyes. You would not kick or otherwise abuse 
such a dog, of course; training and sense of decency forbid. 
Nevertheless, if you are good at analyzing your emotions, 
you know this is true: When you meet a cowed dog your 
tendency is to do something to scare it, just to see it run. 

True, you do not give way to such brutal impulses; you 
may even feel sorry for such a dog. But there’s no denying 
that impulse to make it run by shying stones at it or help- 
ing it on its way by a well-placed kick. In fact, if you have 
not forgotten your youth, perhaps you will be able to recall 
various such occasions when your hand was not stayed. 

However, there are dogs and dogs; they do not all pre~ 
sent a “front” inviting stones and kicks. But it is true that 
both dogs and men invite the treatment they receive by the 
“front” they habitually present to the world. And here is 
a word picture of a dog that commanded the respect of all 
who came his way, whether they came on two feet or four. 

I stood on a corner in a town in northern Michigan one 
day and watched this dog, held spellbound by his colossal 
nerve and knack of having his way by appearing to expect 
it. He was sprawled out on the pavement at the busiest 
corner in the town. Apparently he cared not one wag of his 
tail for the rights of tax payers and others for whose com- 
fort that pavement had been laid. 

‘““Molest me who dares!” he seemed to say, his steady 
eyes giving all who approached a rather contemptuous 
“once over.” Full of years he was and a bit too fat, like a 
prizefighter who has seen his best days, but retains faith in 
his ability to hand out a wallop or two. And being a bull 
terrier, he contrived to make that “front’’ impressive. 

Did any one presume to kick him or otherwise contest 
his occupancy of the spot where he had chosen to take his 
sun bath? Not during the fifteen or more minutes while 
your reporter stood and watched, they didn’t. One and all 
they gave him a wide berth, som« good humoredly, others a 
bit grudgingly, as though longing to boot him, but lacking 
the nerve to do so. 

Impressed by the dog’s easy manner of dominating the 
situation, I asked a local man to tell me about him. 

“Oh!” he said, “old Ginger. He’s been sunning himself 
like that on crowded pavements for years; always picks 
a busy corner, too. If he could talk, I suspect he’d say that 
he believes in getting out of life the best that folks can be 
persuaded to let him have, and that it’s only through ex- 





perimenting that cne can discover how much folks can be 
persuaded.” : 

“Actually, he has grown into something of a bluff; his 
teeth are about gone, and he’s old and stiff. Just the same, 
though, he manages to get by with his bluff, thanks to the 
respect in which bull terriers are held as a class. I’ve yet 
to see strangers succeed in driving him off the sidewalk; 
and we old timers find him too much of a joy and inspira- 
tion to disturb him.” 

Coming now to men, it’s just as possible for them to look 
the part which each aspires to play—necessary that they 
do so, in fact. And “‘front’’ depends only a little on size, 
clothes, good looks, and so on. It emanates chiefly from a 
something within—‘‘guts,” self-confidence, faith—call it 
what you will. 

Too, the world goes upon sound experience when it 
judges a man by the “front” he presents. So what does 
your looking glass tell you about the ‘“‘front’’ upon which 
the world forms its first impression of you? Does it show 
an image to inspire confidence, command respect and beget 
friendship? If not, something more than a new way of 
parting your hair will be needed to work the necessary 
change. 

At the root of this something éalled “front” is your men- 
tal attitude towards the world of other men and the condi- 
tions that face you in business. Take your cue from “Gin- 
ger.” Leave it to others to tell you what you can and can- 
not aspire to, if they dare. They won't. 

Next to money in the bank—a good “front.’’ Moreover, 
a good front is the first step towards getting money to put 
in the bank. And any man of stout heart can contrive 
somehow to present a “front” that will insure him getting 
his dues. 

The middle of the sidewalk for you. Head up; shoulders 
back; eyes to the front and on the prize to be gained. Let 
the other fellow do the side-stepping. 





By helping to stimulate the building industry each of us 
will be stimulating our own industry. : 


The man who looks on life as a joke has a queer sense of 
humor. : : : : : 
Life’s a good deal like April—alternate cloud and sun- 
shine. : - : : : : : : : 


Did you ever notice that the fellow who is always in a 
lurry is usually late? 


Before things will flow our way we have to start things 
flowing the other fellow’s way. 
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| The price of Westinghouse (7¥f*) 
lrons has been reduced 


Westinghouse Following out the Westinghouse policy of doing 


Sales & Service 


everything possible to make it easier for the dealer 
to sell, the price of (Type M) Irons has been re- 
duced. This reduction gives the dealer and the 
jobber another weapon to use in fighting the buyers’ 
strike. 





The Westinghouse 
Free Service Plan "a 
This Plan is another example of Westinghouse Free Service is an added help which 


Westinghouse _— coopera- 


tion. Every Westinghouse ap- ) : 
pliance sale is backed by the makes sales f rofits permanent profits 
Plan. When any servicing of 
appliances and ranges is neces- 
ary, the dealer makes repairs 


y ge "Se tar “— Westinghouse Electric & Mfg. Co. 
Westinghouse. Mansfield Works, Mansfield, Ohio 


Westinghouse 
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Adventures of 


Hardluck Sam 


Our Hero Finds That Invention Comes Before Necessity 


6 OLD his head up! Stand back, fellows, give him 
air! Who’s got a shot on his hip? Fan him! 


That's it, open his cellar!” These and other re- 
marks came from a crowd of men around a big divan in the 
lobby of the Albemarle Hotel, in Springfield. “What is it?” 
asked a newcomer, “an apopleptic fit?” 

“Naw,” 
This guy got cleaned, but he sure is a battlin’ fool!” 


said a bellhop, ‘a knock-down-and-drag-out. 


“Holy mackerel!” cried the man with the gold tooth, 
“it’s Hardluck Sam!” 

“The deuce you say!” gasped the man with the big rock 
in his tie, “let us in, boys, we’re friends of his.” 

The mob parted for them just as Sam came up for air. 
“Which way did they go?” he gurgled, striving to rise. 
“There now, Sam,” said the man with the big rock in his 
tie, soothingly, “don’t follow them.” 

“Follow hell!” grunted our hero, “I just want to head 
the other way.”’ Then, looking sheepishly at his friends, “I 
kept the date O. K., Phil, but the party’s off. Look at me, 
but it took two of them to do it.” 

“It sure did,” said the clerk, “‘and you hung a beautiful 
shiner on the big guy!” 

Atter a 
drink and a wash, Hardluck began his story. “Of course,” 


Safe in Sam’s room, Phil handed him a flask. 


he said, “neither of you ever heard of Barrow’s Sensa- 
phone. I wish I never had! Funny name, eh? It means 
nobody with sense would have anything to do with it. The 
big guy I gave the shiner was Barrow, the rest of the gang 
was an expressman. Barrow’s an inventor, telephone, elec- 
tric, mechanical, and everything, but the best thing he ever 
cooked up was that horseshoe swing he sunk in my neck. 

“This here sensaphone is a wonderful thing, the size of 
grandfather's clock, full of coils and resistances, and guar- 
anteed to pick up every little sound and signal from ten to 
three hundred miles, as you like. Catch crooks, bust up 
hoot-legging, revolutionize telephony, and give the oper- 
ator all the news, public and private, for miles around 
Just connect to the juice, hook the other end to the tele- 
phone or telegraph wires, or a waterpipe, and you can tune 
for anything from grand opera to a family row on the other 
side of town. 

“T seen its possibilities right off, but I didn’t see enough 
of them. I bought a half interest of Barrow, and he gave 
me the contract to furnish all the electrical material to 
make up the machines. I was to handle the sales and pub 
licity, so I got busy right away. I had the model hauled io 
my room and hired a girl demonstrator. She learned it so 
quick and liked it so well, she had to show some of her 
friends when I was out. Wow! In an hour they had all the 
family skeletons on the line, and enough evidence to cram 
the jail, and they sure peddled the dope! If they had of 
told how they got it, me and Barrow would never have tan- 
gled, because corpses don’t fight. 

“T went off on another track. As a press agent, I am a 


darn good supply peddler. I says, I'll pull the old ‘stolen 





jewels’ stunt and get into the papers. So I hunted up this 
wildcat expressman, and had him sneak it out at 4:00 A. M. 
Then I told him to deliver it to Barrow’s back door at seven 
o clock in the evening. I acted queer and slipped him « 
ten-spot, so he would think it was a body. I guess he did. 
“At 5:00 P. M. I telephoned the police that Mr. Bar 
row’s priceless machine had been stolen from my room. 
Then, after spreading the news around the hotel, I called 
up Barrow about six o’clock and told him what I’d done. 
Gratitude! The poor yap wanted to come over and whip 
ine then and there! ‘You big bum!’ he screeched, ‘you’ve 


ruined me! 


That bird will never show, and he'll get wise 
and open it up, and let someone in on it, and they'll steal 
my model and the idea, too, and if they do I'll beat you 
till your ears whistle!’ 

“That was plenty! I hopped a taxi and lit out for the 
police station. There I learned that the dicks had track of 
their man and were headed for his place. I knew what that 
meant, so I called for speed to head them off. Before I got 
to the expressman’s place his truck passed me, going the 
other way about forty miles an hour. While my man was 
turning the police car went round me on two wheels after 
the poor expressman. Our big car picked them up fast, so 
the three machines was only a hundred yards apart, when. 
CRASHETY-BAM!!! the Sensaphone box leaped out of 
the truck and died in torment on the street.”’ 

“That settled me! 
I had my stuff packed and was in the lobby in five minutes, 


Round we went and back to the hotel. 


yelling for another taxi. A little more, and I would of been 
en the interurban and safe from harm, when through the 
door come Barrow and the expressman. You know the rest, 
I’m hooked for seven hundred berries, not including the 
plants we knocked over and the cigar-case we smashed. 
The police flivver went in the ditch, ducking the remains o! 
the Sensaphone, so I'll have a couple of bulls to fight be- 
fore morning.” 

In the dead silence that followed, there came a rude 
knock on the door. “Telegram for Mr. Jinks,” said the 
box. Sam tore it open nervously, then, after a moan of 
deepest anguish, read it aloud: “Brother working on his 
invention set garage on fire, total loss. Come home at once. 
Alice.” 

PLOP!! 

We are dissatisfied with ourselves in meeting a man with 
less sense and who earns more than we do—until we meet 
another man with more sense who earns less. 


A good many of us mistake action for progress. 





A man smokes a pipe for solace—a woman takes off 
her shoes. 


A hotel dinner is never a success with some men unless 
they have a fight with the waiter. 
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HERE IT IS! 


A New Book On Standard Wiring Porcelains 


Free 


To 
You 





This is the book, absolutely new in every respect, that you have been looking for. You have 
often needed just the information that will be found in this volume and you will therefore appre 
ciate the comprehensiveness with which we have treated this important subject. 

From cover to cover, the pages of STANDARD ELECTRICAL PORCELAIN are filled 
with real, live and valuable data. It is a complete volume on House & Industrial Wiring Porce 
lains but also includes Break-strain, Secondary-rack and Telephone Distributing Rack Insulators. 
etc. 

This publication was edited with the trade viewpoint foremost, giving full dimensions: screw. 
nail and wire sizes; packing, weights, ete., for both domestic and export shipments: in fact 
every bit of information that might be of use to the Distributor or Jobber’s Salesman. 

The First Edition of this publication is limited, so we suggest that vou write for your copy 
immediately. It is yours for the asking and will prove a most valuable addition to vour library. 


THE R. THOMAS & SONS CO. 
EAST LIVERPOOL, OHIO 
Factories: 
East Liverpool and Lisbon, Ohio 
Sales Cflices: 
New York Boston Chicago London 
Agents in Canada: 
Northern Electric Company, Ltd. 
Represeiitatives on Pacific Coast: 
WESTERN ELECTRIC CO., INC. 
USE THE COUPON FOR CONVENIENCE 
THE R. THOMAS & SONS CO., East Liverpool, Ohio: 
You may send me a copy of your bbook—STANDARD ELECTRICAL PORCELAIN 


Name and Title 


Address 





Firm Name 
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The Versatile Fan 


LARGE eastern tobacco firm has 
a branch warehouse located in 
my territory at Clarksville, Tenn. The 
manager of 
learned of my being in his city upon 


this local warehouse 
a certain date and got in touch with 
me through one of my good custom- 
ers. This customer and I made a spe- 
cial trip out to see the prospect. but 
at the time we had no idea of what 
our special mission was to be. The 
manager escorted the dealer and my- 
self to a large drying room where the 
tobacco is dried out by hot air, and 
again in the same rooms is dampened 
and brought back ‘‘in order,’ as he 
termed it. 

The manager stated that in prior 
years they had had to keep a steam 
engine connected up to a number of 
fans which would do this work, but 
it took so much time that they were 
always delayed in getting the tobac- 





INSTALLED Exuaust Fans. 


cos out to the markets. Now, the man- 
ager further stated that he wanted 
to know if I could arrange a set of 
fans for him in such a manner that 
they would circulate the hot air and 
also the damp steam and that they 
would be satisfactory in every re- 
spect. 


I saw my chance and figured out 


the sizes of fans he would need to 
give the proper circulation in either 
case he mentioned. But he was not 


yet thoroughly sold, so I said that I 
would guarantee that the fans’ per- 
formance would work out to his entire 
satisfaction. The manager then said 
that he had two other kilns that he 


I, of 


wanted arranged the same way. 


Little stories of 
unustial’sales ~as 
told:iby' 


ron. 


salesmen. 


course, tried to assure him that the ar- 
rangement I suggested would perform 
equally as well in either kiln, but he 
was not yet entirely satisfied. Finally 
he agreed to let me install through the 
dealer, of course, one set in the first 
mentioned kiln on trial, and then he 








VERY salesman can 

profit by the experience of 
the other fellow. Fighting 
salesmen have contributed 
these two pages of sugges- 
tions from the firing line. 
We pay five dollars for every 
letter giving an account of a 
sale made under difficulties 
—and what sales are not 
made under difficulties? 
Help the good work along by 
sending in accounts of your 
sales. 








said that if the performances of this 
kiln after trial were entirely saiis- 
factory he would let me equip the 
other kilns with the necessary equip- 
ment. 

Everything worked out fine and to 
his entire satisfaction, and in the sale 
I got an order for eight large ILG 
fans and other necessary equipment 
which was not a small matter. 

L. F. Stone. 


* * * 


His First Large Order 


HE following is a letter I re- 

ceived from a fellow salesman 
who gave up the best job he ever had 
for lack of knowledge in this particu- 
lar line: 


Dear Friend: 

Have made firm attempt to sell cleaner 
at 937 Layton boulevard, and am unable 
to do so. I guess the machine will have 
to be pulled. 

The company still owes me one dollar 
machine I sold. Please con- 

letter as your authority 


one 
this 


on the 


sider to 



















pay said dollar to any one of your men 
who will go out there and bring the ma- 
chine, with attachments, back to your 
office. 
Cordially yours, 
: y al 


y. S. 


I went out to the house in question 
with the thought that I was going tw 
make this man buy and like it. So | 
called and told him who I was. His 
rejoinder was: “Here is your cleaner ; 
take it.” 

I told him I did not come out for 
the cleaner, and he replied: ‘Well, 
you'd better take it, for I have de- 
cided on a different make.” 

I returned: “That is the reason | 
am out here, because, if this cleaner 
was demonstrated to you the way it 
was to me, you would coax me to take 
vour order, for if you or any other 
man can show me a cleaner as good 
as the one I am selling—even fo: 
more money—I will throw this out 
the window and run like hell for « 
job selling them because I am a poor 
talker and it means I have to have 





Wanted TO ReturN THE CLEANER. 


the best on the market or I would not 
eat regularly.” He laughed, and I 
knew I had won. 

A. S. Hopperton. 


* + * 


He Cried for the Order 
RECENTLY called on a buyer in 
a smal] town but found that his 
mother had died. I made up my mind 
to hurry up my calls and at the finish 
go to his home and offer my sympathy. 
Upon arriving at the house I found 
the funeral just started. I, of course, 
attended the ceremonies the 
choir made most pathetic. 
It was the first order I had ever 
really cried for, but I got it. 
Denison C. Williams. 


which 
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No. 1101 Partly Open 


Divides in the Middle 








Big sales are easy. It’s 
the box many have 
waited years for. No 
outside projections, but 
smooth all over. It is 
a creation not a con- 
traption. Notice the 
box divides in the mid- 
dle and spacers go in 
between the halves, as 
many as are wanted. 




















A Single and Spacer 
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THE “H & H” SECTIONAL WALL CASE 


Spacer No. 1110 


It’s Sectional and Yet Rigid as a Solid Box 


A brand new idea has been worked out in Primarily a loom box but also adapted for 
the “H & H” Sectional Wall Case. There is BX by using Clamp No. 911. The box is 
a real saving and gang boxes can be made absolutely perfect as a single unit and equal- 
up quicker than with any other box. ly perfect when made up into gangs. 


Sectional, yet rigid as 
a solid box and accu- 
rate, too. You can 
make & gangs in dO 
seconds, easily and 
quickly. Turning two 
screws securely fastens 
the sections. Switches 
and plates are sure to 
fit because of “H & H” 


accuracy. 


Write for sales helps and learn more about this new box that “Divides in the Middle.” 


THE HART Go HEGEMANMFGCo. 


HARTFORD, CONN. 
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He Put It Over 


HAD paid the purchasing agent 
of a large corporation several visits 
in an attempt to sign them up on a 
but 
bring him to the point of placing his 
the dotted line. I finally 


resolved to see his name on that line 


fuse contract, could not quite 


name on 
if I had to use force to do so, and I 
called once again. 

Things went along pretty well but 
every time I thought I had him he 


would offer some excuse for not sign- 





PEN. 


P. A. REACHED FOR THE 


He could 
not quite decide between mine and 
To think | 
was that close to it made me all the 


took 


In as tactful a manner 


ing up just then. said he 


some other proposition. 


more anxious and | out my 
fountain pen. 
as possible I tried to shove the pen 
into his hand but, nope, he wouldn't 


All 


spiration. 


at once I received an in- 


sign. 


desk 


enough so that anything 


I noticed his sloped just 


round laid 
close to its edge would be sure to roll 
off, 
ner coat pocket for something, I laid 
the pen near the edge of the desk. It 
started to roll and very politely Mr. 
P. A. caught it. 
prise, I quickly leaned over saying, 


Pretending to reach into my in- 


Taking him by sur- 


“Sign right here Mr. P. <A.” I 
E 
= 
Ee 
= 
= 
= 
= 
= 
= 
= 
E 


=emimminn 


giving them the benefit of your experiences. 


he must have been so dum- 
founded he didn’t know what he was 
doing, but, anyway, he signed. 


Hatten. 


guess 


Thomas J. 
- tae eae 


Couldn’t See Flashlights 


HE most meritorious goods ever 
made could never sell themselves 
alone. It 
takes advertising plus advertising to 


on their “Sterling” mark 


put them over. Consider, as an in- 


stance, the talking machine; there’s 


one in every other household you 
might say. Do you think for a 


moment that putting them in show 
windows, stores and exhibition rooms 
got them into these countless homes? 
Not at all; 
paper, magazine advertising and so 
forth that did-it. The same holds 


it was through the news- 


good in every line, 


Th: above is some of the line of 
talk I was giving to a prospect who 
didn’t want anything to do with my 
line of goods at all—flashlights. It 
seems he carried them once before and 
got stuck; hence his avowal to never 
carry them again. 

In my desire to effect a sale I was 
placing all the blame on his lack of 
efficient window advertising, but he 
wouldn't have it that way. 

“Nonsense,” he said, “I can’t make 
them pay, and I don’t want them 
hanging around.” 

This give-and-take kept up for the 
best part of an hour. Finally, I got 
him to the stage where he became a bit 
negotiable. 

“Give me this one chance,” said I, 
‘‘to place them in your window, let me 
put in just three of my own sign ad- 
vertisements and if they don’t take, 
well—I'll promise to never enter your 


store again. Now there’s a fair prop- 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 


And— 


We Will Pay $5.00 For Every Letter Published 


NNN HHH TT 





osition: you must be sick and tired of 
my coming here week after week.”’ 
He consented—I guess on the basis 
of eventually getting rid of a nuis- 
Anyhow, I executed the order 
and made a huge display in his win- 


ance. 


dow. 

The three advertisements I used 
were as follows:—he had previously 
informed me that there was an epi- 
demic of house thefts in that vicinity, 
so I played up on that point— 

1. You owe it to your family to 
from theft and 


protect home 


your 
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DeEALer’s WiInpbow. 


TRIMMED TILE 


danger. Have a flashlight on 
l:and. 
2. Remember no one is capable of 
looking straight into the flash of the 
light, no more than one is 
able to look into the sun’s glare. 


3. One flash of the 


giving you an opportunity to get the 
drop on him. Come in and let us 
demonstrate. 

He was well pleased with the ar- 
rangement of things and the ultimate 
effect in the way of business. Need- 
less to say I was more than pleased 
with the after effect. He sold quite a 
few of them and now I have him for a 
steady customer. 

Thomas A. Doran. 


INN HE aA 


call ULM L010 000000 UUUEURLUULUE LUTEAL 
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On the Bottom 


20 to 40 Per Cent Reduction 
Trumbull Safety Switches 


Trumbull Safety Switches are available at prices almost as 
low as in 1916. 


Industrial plants have been holding off on needed new con- 
struction and very necessary revamping of old installations. 
The terror of a shrinking equipment inventory and a reluc- 
tance to buy for permanent improvement on a falling market 
has made every one scrape bottom. We know it. 


With these new prices on Trumbull Safety Switches we are 
on the bottom. The industrial plants need the equipment: 
have the time to do the job now; are sold on the idea of 
safety switches; are sold on the Trumbull Safety Switch in 
particular; have the money to make the purchase if con- 
vinced of one thing—that the price ts right. 





The price is right. You never could 


buy at any time heretofore and you 


cannot buy now anywhere else so 
much merit in equipment and so sat- 
a result in service for the 


And it’s mighty doubt- 


isfactory 
prices quoted. 
ful if you’ll be able to do it on this 
basis long. From here we go up. 

Here is the big opportunity to spread 
full sail and make the most out of 
We'll 


be glad to tell you more about it. 


the trade winds now setting in. 


Write for full information today. 


Made From Armco Ingot Iron 





























The box cannot be opened 
until the switch is in the 
‘off’ position. 


The switch cannot be closed 
until the cover is down. 


PLAINVILLE, CONN. 


CHICAGO BOSTON 


SAN FRANCISCO I 
40 S. Clinton St. PHILADELPHIA 


By the use of a shield every 595 Mission St. 


live part may be covered. 


THE TRUMBULL ELECTRIC 
MANUFACTURING CO. 


NEW YORK 
114 Liberty St. 














Not merely a box for a serv- 


ice switch and cut-out. It is 
an externally operated, metal- 
housed, safety switch, electri- 


cally and mechanically of the 
highest order, complete in ev- 
ery detail. 
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_He,Doesn’t Like Bugs 
ERE’S of the 


come across in a long time. The 


one best we've 
following letter which was addressed 
to the Westinghouse Electric & Mfg. 
Co.’s Chicago office was passed on to 
Miss D. H. Tuerk of the Illinois Elec- 
tric Co., who in turn passed it on to 
the writer. The writer being somewhat 
of « “buck passer” himself passes it 


on to you: 


Gentlemen: 

I saw a cut of your “cozy glow” electric 
heater in the Jron Age and wish you would 
let me know if you will furnish me with the 


center heating element only and the price 


of same. I would like to stick it on the end 
of a pole and use it to kill eggs and cater- 
pillars in cocoons that infest a tree I have 
in my yard. I have tried different methods 
with poor success and it strikes me that 
vour heating element is just the thing. 

If you can’t get a laugh out of this 
maybe vou can derive a sales idea. 


* * * 


Ancient History 


HERE was a time when the iele- 
phone was a great deal more of a 
novelty to the farmer than the farm- 
light plant is today. It was not so 
long ago either. The following clip- 
ping from the Saginaw ( Mich.) Cour- 
ier printed in October, 1883, shows 
what an innovation the telephone was 
to that rustic gentleman at that time: 
A farmer stepped into Wells, Stone 

& Co.'s office yesterday morning and 
wanted to sell a load of apples. The 
buyer for the firm was at the tele- 
phone and the financial man told the 
farmer to wait a moment and, as the 
buyer turned from the telephone, the 
man of cash, who was busy, attracted 
his attention by a nudge and pointed 
to the apples. He went out with the 
farmer and asked him what his ap- 
ples were worth. The 
down in his pocket and pulled out a 
dollar and pointed to the bushel bas- 


farmer went 


ket. The buyer said, “That’s too 
much: I'll give you 75 cts.” The 


farmer shook his head and flourished 
the dollar. He was told it was too 





much and he must take something less. 


He took 
wrote 85 cents and $1 and then by 
motions indicated that he would take 
85 cents for one lot and $1 for the 
ether. The buyer said, “All right, 
but why don’t you talk?”” The farmer 
found his tongue and replied, “Why 
ain't you deaf?” “Not that 
knows of.’”” “What did you have that 
tube to your ear for?’’—and the farm- 


out a serap of paper and 


anyone 


er learned of the telephone. 


* * * 


J’Ever Do’t? 

ILL REYNOLDS, during this 

depressed period, did not even 
take the time to write his house and 
say: “Enclosed please find orders, I 
can’t.”” It was quite a while since his 
people had heard from him, and one 
day as he entered a hotel in Dallas he 
read the following telegram from the 
Are 


hoss: “‘Your letters are scarce. 


you still with us?” 

Bill smiled, did not answer imme- 
diately, but went to the desk and asked 
for his mail. His feeling was that of 
a drummer stranded in a city as a 
result of a delayed expense check. 

But this time something happened 
about as often as a pinch hitter bats 
for “Babe” Ruth in the ninth. Sure 
enough the check was in the, mail. 

Instantly Bill toddled to the tele- 
graph office and jotted off the follow- 
ing to his chief: “Telegram and 
CHECK received. Am still with you.” 
He even went directly to work chucked 
full of new pep. 

Calder C. Downie. 


* * * 


He Needed Flashlights 


DAMS lived down south in the 

Ky.-Tenn. coal belt so much un- 
der fire during the last year and a half. 
Here in the strike zone operators had 
erected powerful electric searchlights, 
which of nights they played over the 
railroads, supply stores, coal tipples 




















and other company property to protec: 
these from attacks by strikers. Thes: 
lights were so powerful that sky flashe, 
could be observed from points fifteen 
miles distant. Conditions were so des 
perate, that in one place a stockad 
was built around the workings, senti 
nals were posted in boxes along the 
stockade to protect the miners who 
worked and lived within the enclosure, 
searchlights covered the surrounding 
territory for miles around to prevent 
surprise. 

The searchlight furor was on. 

Adams had just graduated from a 
wireman into an electrical contractor 
with a small but growing business in 
the strike field. One morning a tall 
parrot-nosed fellow dropped in and 
told Adams by way of introduction 
that he was a coal operator “somewares 
up the crick’” and that he had just 
come down to see about procuring a 
high-powered searchlight to protect 
his holdings, adding that conditions 
required these precautions and _ that 
since other operators were exercising 
this vigilance, he desired the 
security, and wished to install a search 
light providing it wouldn’t cost too 
much. 


same 


Adams jogged up the creek to look 
Up there in the 
bushes he uncovered the operation 
a dinkey man-sized hole in the ground. 
It turned out that this modest coal king 
was turning out about six tons a day 
and was selling “from the wagon.”’ 


the ground over. 


“Guess we need a pretty high pow 
ered search-light up here?” queried the 
operator. 

Adams 
“Hell, man, a_ searchlight up _ here 
would reveal your secure little hiding 
place to the strikers. You don’t want 
no high powered searchlight. What 


“Searchlight!” gasped 


you want is a half dozen flashlights.” 
The operator took ‘em; it was ex- 
actly what he needed. 
This is what I mean as one of the 
conditions of honest selling. And for 
it, there is no other substitute ! 
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GREEN 


awa | meralite 
DAYLIGHT ATTACHMENT 






PATEN' \PP?D FOR 






IHustration shows the No. 8734B Emera 
lite Shade fitted with the new Daylight At 
tachment. 






The glass screen can be instantly detached 
for renewal of lamp and is completely con 
cealed by the shade. 






The hght passing through this screen ts 
so modified in quality, that it is practically 
the same as natural daylight and provides a 
safe working light that protects even the 
most sensitive eyes from all strain and re- 
flected glare. 







Ventilation is provided by the open spaces 
on each side of the screen. 


AN OPENER 
WITH YOUR DEALERS 


This attachment represents the first successful attempt to modify the Quality of 
light from a desk lamp. Daylight is the best working light because nature has made 
it perfect in diffusion and quality—with an Emeralite every desk can now have soft 
electric daylight. It produces a working light comparable to daylight. This opens 
up new sales possibilities for the dealer. It is something he can sell as an “‘acces- 
sory,” since it goes on any existing EMERALITE. Use these suggestions as the fea- 
ture of your talk to the dealer. 


H. G. McFADDIN & COMPANY 


37 WARREN STREET NEW YORK, N. Y. 
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High Brow vs. Low Brow 

DISON’S questionnaire was the 

topic of conversation up in the 
front office. “Do you think any job- 
ber’s salesman could make passing on 
Edison’s list?” asked Jones. 

"No, if he were smart enough to do 
that, he’d think himself too wise to re- 
main a salesman. He'd go out and 
snatch off a harder job at a much lower 
salary,” answered Parkins. ‘Trouble 
with most of us fellows is that we 
know too much, or at least think we 
do. We can give you the baseball 
score right off the bat. Know where 
fishing’s good, what to do on a hot day, 
how many cigars it takes to make a 
dollar, what used to make Milwaukee 
famous, and the price of a ring-side 
seat. We are right up to the minute or 
else five seconds ahead of schedule. 
We can tell you what’s going on right 
now, and swing a wicked prognosti- 
cator to boot. 

“How do I know?” asks Parkins. 
“Why, when the Edison list came out 
and everybody was nuts on the subject, 
I checked up on Jobson and Clipper, 
that’s how I know. 

“T sent for Clipper. There was 
nothing that I offered that Clipper 
couldn’t answer or identify. He had a 
little corner on literature, arts, and 
science, and a lot of useful information 
besides. He told me where I'd find 
Terra del Fuego, what the natives eat 
for breakfast, where cloves come from 
and why; the total acreage of Zanzi- 
bar, the average number of crooks in a 
corkscrew, and why ladies’ skirts are, 
ete. Clipper’s score stood at 97 per 
cent. He answered everything I put to 
him coolly and satisfactorily. 

“How’s business?” I asked Clipper. 

“Rotten!” says Clipper. 

“What did your commissions run 
vou last month?” I asked. 

“$233.34.” 

I excused him, and sent for Jobson. 
“Jobson, ever hear of Terra del Fu- 
ego?” 

“That's not in my territory,” says 
Jobson. 

“Who was Beaumarchais?” I asked. 

“Don’t use any of our stuff, I'll bet. 
Sounds like the name of a new soft 
drink, but I’m not sure,” remarks Job- 
son. 

“Jobson, how’s business?” I shoots 
at him. 

“Average for June,” he answers. 

“What were your net commissions 
last month?” was my closing question. 


“Around $567.00 or thereabouts,” 
says Jobson. 

“So you see that’s the way it goes 
sometimes. Jobson carries no excess. 
He always travels light and fast. But 
he’s got the goods and knows where 
and how to sell ’em. He hasn’t got 
everything that Clipper’s got, but he’s 
got something that Clipper can’t find 
room for in that bean of his. Jobson 
doesn’t carry much under his hat ex- 
cept his business, but he uses every- 
thing he’s got all the time. Clipper 
won't use one per cent of what he 
knows in a thousand years if he lives 
the stretch. 

“Mr. Edison may have Mr. Clipper 
for the asking. But we want Jobson!” 

* * * 


Salesmanship Analyzed 
“ AVE you seen Edison’s ques- 
tionnaire, and can you qual- 
ify?’ asked Morrison, president of 
one of Edison’s rival companies. He 
put the question to his advertising 
manager, Hastings. 

“T have and I can't,’ confessed 
Hastings, “but here is a chart that I 
have prepared for our own salesmen: 








G. D. Kirke (on the left) of the Geo. 
Worthington Co., Cleveland, Ohio, has just 
been telling R. A. Alpers of the same 
company that he read the following ad- 
vertisement in a Beaver Dam, Wis, 
newspaper the other day: “For Sale—A 
cow that gives five quarts of milk a day, 
a set of golf sticks, a set of law books and 
a very fine fur overcoat.” It was the best 
that Alpers had ever heard. His only 
answer was: “Some bull.” 
it is compiled from the results of a 


questionnaire sent to the sales man- 





agers of 100 large manufacturers 
The chart shows the relative ratings 
they give to the several essentials of 
salesmanship. Here are the results: 
Knowledge of the product, 26 per cent ; 
hard work, 16 per cent; enthusiasm, 
14 per cent; honesty, 13 per cent, etc, 
And it strikes me as a pretty fair dis- 
tribution of essentials.” 

“Does it?” asked the president, who 
had served his time on the road, and 
had annexed ideas of his own on the 
subject of salesmanship. “Look here. 
You list ‘Knowledge of the Product’ 
at 26 per cent and ‘Loyalty’ at only 
three per cent. I would reverse that 
to arrive at a fair ratio. My experi- 
ence has proven that ‘Loyalty’ is the 
most valuable asset that an employee 
can carry. If he has ‘Loyalty’ the 
other essentials are there. And let 
me prove it to you.” He turned and 
rang for his secretary. “Bring me,” 
he ordered, “the record card of him 
whom the employment department 
considers its most loyal employee.” 
In a very few moments the secretary 
returned with a card. “Humph,” 
breathed the president, “John Smith 
of the Master Mechanic’s force. Send 
for him.” In a_ short time John 
Smith entered. 

“Your name is John Smith?” 

“Yes, sir. 

“You have been with this company 
for 33 years?” 

“Yes siz.” 

“You have never missed a day in all 
that time?” 

“No sir, I have never missed a 
single day in the last 33 years.” 

“Mister Smith, you have been a 
loyal employee and a valuable asset 
to this organization. I see by this 
card that you belong to the Master 
Mechanic’s force. Just what is the 
nature of your work?” 

“T takes this here hammer,” said 
he, “and I go around and tap boiler 
rivets all day, I tap each rivet three 
times each day—that’s what I do, 
sir.” 

“And will you kindly tell us now, 
Mr. Smith, just why you do this. 
Why you have tapped each boiler rivet 
three times each day for the last 33 
years.” 

“Fact is,” replied Smith, “I’ve just 
never been able to figure out why I 
do it, exceptin’ that them’s my or- 
ders, sir!” 

A lot of birds are just like that, they 
don’t know why they are tapping but 
they are darned good tappers. 
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Census has com- 


The 
piled a preliminary statement of the 


Bureau of the 


electrical manufacturing industry for 
1919. It records 
an output valued 


Billion Dollar 


Output For 1919 at over $1 ,000,- 
000,000, or a 


growth of approximately 183 per 
cent over 1914. This is an excel- 
lent showing, exceeding the — per- 
centage growth of all other large 
established industries of the same 
age with the exception of the iron 
and steel industry. Motors top the 


list in value, taking the place formerly 
occupied by insulated wires and cables. 
attributable to the 


wider electrification of industries dur- 


This is directly 
ing and after the war and to the de- 
creasing price of copper wire and ca- 
ble. Batteries, chiefly 
second, followed by generating appa- 


storage, come 


ratus and wire and cable. When one 
considers that there are more storage 
batteries used today in the automobile 
industry than in the electrical indus- 
the 


batteries is explainable. 


try, increasing value of storage 
Naturally, in- 
dustrial and household electrical de- 
vices show a phenomenal growth in the 
five-year period, increasing from 
$4,000,000 in 1914 to $55,000,000 in 
1919. In the race for place the incan- 
descent lamp also heavily, 
jumped from $17,000,000 in 1914 to 
$59,000,000 in 1919, and exceeding in 
value telegraph and telephone appara- 


scores 


tus combined—which speaks well for 
the lamp industry. 

It is a matter of pride that the out- 
put of electrical apparatus and sup- 
plies increased in value over 322 per 
1909-1919. 


During the same decade the output of 


cent during the decade 
electric light and power companies in- 
creased value from approximately 
$200,000,000 to $773,650,000 or 286 
per cent, indicating the lesser returns 
Of 


value of the product is no 


earned by regulated monopolies. 
the 
index of the quantity produced, and it 


course, 


is certain, owing to higher prices, that 


the quantity of goods produced by 








ertinent Sale Facts and 





oatemehineeaell 
1445 
electrical manufacturers did not in- Woolworth stores, realizing the 


On the other 
hand, the percentage increase of out- 


crease in the same ratio. 


put of the electric light and power in- 


dustry exceeded the percentage in- 
crease of income. 
+ = & 
When the executives of the Wool- 


worth chain planned to put five and 


ten-cent stores on aristocratic Fifth 

avenue, New 
Window and York, and_ bril- 
Store Lighting liant Broadway, 


a merchandising 


expert who was called into conference. 


made this significant statement: 

“One thing must be done: your win- 
dows should be the brightest on the 
street, and your interiors should match 
them. The other stores have a distinct 
advantage to begin with, both in the 


of 


improve- 


prestige and quality 
but for all the 
merchants, 


matter of 

goods sold, 
ments that have been made, 
big and little, are still primitive when 
And here the five- 
and ten-cent shop can put it all over its 
important competitors. With the ap- 
proach of winter, when night settles by 


it comes: to lighting. 


five o'clock, your windows must be 
the darkness. Then 
the dull, dark, 
days—and there are a great many of 
them. Electricity can establish the 
Woolworth idea in a month.” 


lighthouses in 


consider, too, rainy 


Executives accepted this suggestion. 
Inside and out, the Woolworth stores 
of the more pretentious type are ablaze 
with welcome. It is no exaggeration to 
say that the window lighting has es- 
tablished a new high standard on Fifth 
avenue. The remarkable part of it is 
that the source of illumination is near- 
lv always concealed. 
for such window displays to be lighted 
with peculiar ingenuity, for the mer- 
chandise is made up of innumerable 
ruggedly 


It is necessary 


small units—homely, 
wrought and unassuming. Light must 
not emphasize their homeliness. There 
is as much art in lighting and dressing 
a shop window as in setting a stage. 
There is psychology in it. 


* terms. 





ever-increasing importance of the part 
that light plays in merchandising, em- 
ployed, “lighting engi- 
neer” to settle upon a definite policy. 


of course, a 


Ten years ago few merchants gave 
consistent thought to the lighting prob- 
lem. They knew that so many bulbs 
would cost so much and give a certain 
illumination. What these 
or how they 


amount of 
fixtures were were ar 
ranged came in for no vital considera- 
tion. 

As incongruous as it may appear, 
merchants still think of light in stingy 
They assume that a cluster of 
bulbs is about all that can be said or 
done on the subject. 

But it is in the mastery of glare that 
the lighting engineers have performed 
one of their chief services to the store- 
keeper. An illumination too bright is 
When a 
customer is compelled to swing a piece 
of merchandise from one side to the 
other, hold it this way and that, and 
perform gymnastic feats to arrive at a 
satisfactory conclusion concerning it, 
you may be certain that Old Bugaboo 
Glare, coupled with cross-shadows, is 
at work. 


almost worse than: none at all. 


A New York jewelry house experi- 
mented with a dozen or more overhead 
and counter lighting schemes before 
the best combination was hit upon. A 
salesman employed there states that 
sales increased with the increase of 
lighting efficiency. 
arable. 


The two are insep- 


Has it ever occurred to you that the 
lighting system of a restaurant might 
influence trade, one way or the other? 
A corporation conducting a chain of 
large, city, 
thought, 


restaurants 
at first, that very brilliant 
light would be best. Unprotected lumi- 
nants were suspended from the ceiling 


self-serving 


in great clusters, and the place was as 
bright as day—brighter, some people 
thought. Investigations a month later 
developed the fact that people were 
shunning this restaurant because of 


the glare. It “put them in the lime- 
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You Won’t See Anything 


“Green” Around the Dealers 






























We know it will take a lot more than 
a picture of a pretty woman and a 
good looking boot and ankle to sell 
the dealer on a sewing machine 
motor. 


You won’t see anything “green” 
around the dealers nowadays. They 
are looking for something that will 
not only turn but turnover. They 
are hard-headed because the custom- 
er is “‘hard-headeder.”” If you want 
to sell him something, sell him some- 
thing he can sell. The 
New Little Gem Sew- 
ing Machine Motor 
is it. 













HE Dealer knows from ex- 

perience that there isn’t any- 
thing else that will do more harm 
to his business than a household 
motor that goes wrong. 


A woman isn’t usually in a mood 
to appreciate the best intention in 
the world when the sewing ma- 
chine breakdown spoils the day’s 
work. So no matter how alert the 
dealer may be he doesn’t want the 
fuss that unreliable products 
always mean. 


The Little Gem Sewing Machine 
Motor is made by small motor 
specialists. Their ability has been 
demonstrated by a complete line 
of high speed motors, grinders, 
vibrators, hair clippers and other 
electrical specialties. The Racine 
mark on a small motor means de- 
pendability to the dealer. 


Even if the Little Gem did not 
have a long line of forerunners to 
justify confidence in it, it would 
win on its own merits alone. 
Nothing to get out of order. 
Operates equally well on A. C. or 
D. C. circuits. Fits any type of 


sewing machine. A swivel jointed bracket permits the motor to be turned in 
under the arm so that it is out of the way when the machine is closed. 


RACINE ELECTRIC CoO. 





RACINE 





WISCONSIN 





























































































THE JOBBER’S ff] SALESMAN 








light” too much, as it were. They felt 
conspicuous while eating, and there- 
tore self-conscious. 

Immediately the lighting system was 
changed. Reflected lights were put in, 
and the entire illumination was keyed 
down to a soft, pleasing tone that cor- 
rected the inherent merchandising con- 
dition. Trade picked up at once. 

The show window of today is really 
a creation of great artistic beauty and 
charm. A well-known window dresser 
says: “I do not want people to think 
about the lighting of the window; I 
want them to be entirely unconscious 
of it. Then they will concentrate on 
the goods.”’ 

Broadway, known as the Great 
White Way, is famous chiefly for its 
light. People have an affinity for the 
glow of the Mazda. We are all moths 
by instinct. There are 365 days a year, 
and some merchant of a mathematical 
turn of mind declares that at least 50 
per cent of them are glooms. Winter 
rolls up the score, and cloudy skies 
patch up the loose ends. It is then that 
the lighting equipment becomes a vital 
issue. A merchant’s closing hour has 
nothing to do with his need of modern 
lighting. On the brightest days the 
pressure of a button or the pulling of a 
socket chain in some dark corner spells 
good salesmanship and a satisfied cus- 
tomer. 

It is doubtful whether the average 
merchant ever takes the trouble to look 
through the electrical shop in his own 
community. He is therefore years be- 
hind in his knowledge of the new 
things on the market and the clever in- 
ventions devised for his benefit. 

Department stores, recognizing the 
necessity of displaying goods under 
the most favorable and natural circum- 
stances, have what are known as 
“evening rooms” and “daylight 
rooms.” When a woman wishes to ex- 
amine merchandise, in evening dress or 
its accessories, for example, she may 
look at them in a neat room so lighted 
and so furnished that the conditions 
under which the goods will be worn 
are exactly imitated. For dark and 
dreary days or the early fall of dark- 
ness during the winter months, there 
is another exhibition place, fitted out 
with special incandescents that throw 
a peculiar whitish light, cleverly 
matching sunshine. 

It is really remarkable, when one 
looks back but a few years, what rapid 
and innovational progress has been 


made in store lighting for the mer- 
chant. 

He may not be aware of it, but there 
are specialists who study the question 
from every possible angle. 

Engineers have also worked out in- 
genius shades and reflectors, which, 
while artistic and pleasing to the eye, 
have a magic influence on light distri- 


bution. 








“1921 Will Reward Fieut- 
ERS,” says the Chicago Trib- 
une. Here is a collection of 
sales ammunition for jobbers’ 
salesmen who are fighters. 








A few “Points for Pikers—Not 
Salesmen” were gathered together re- 
cently by the Erner & Hopkins Co., 

Columbus, O. 
Points There is a lot of 
For Pikers fun mixed in with 
the “don’t,” but 
between the lines—-and in the lines 
there is plenty of real good, live dope. 
Probably you will be of the same opin- 
ion. The points are as follows: 

DON’T get the idea that you are 
the best Salesman your Firm has, for 
you will soon find out that “there are 
others.” 

DON’T think that when you have 
sold a man once he will send in his or- 
ders for the balance of his life. 

DON’T pad your expense account. 
The Boss may O. K. it, but he may 
have been a salesman himself and know 
how the old thing works. 

DON’T think too much about the 
other fellow’s prices; he may need the 
money. 

DON’T believe all the p. a. tells you 
for he may have been a salesman him- 
self. 

DON’T deceive your trade; tell 
them the truth every time, for they 
may have more intelligence than you 
think. 

DON’T make love to the stenogra- 
pher, expecting thus to get business; 
she may like the Boss better than 
she does you and give you away. 

DON’T wear that new suit the first 
day you get back from a trip; the Boss 
may need one himself. 

DON’T think the other fellow has a 
better job than you have; if he has, he 
likely worked hard for it. 

DON’T walk to the hotel and charge 
it up; let the House walk sometimes. 


DON’T blow smoke, or your breath, 
into the p. a.’s face; some of them nei- 
ther smoke nor drink. 

DON’T tell the p. a. all about your 
big sales, or he may not give you an or- 
der; he may think you already have 
your share of the business. 

DONT think there is but one real 
town on your route list; it may burn up 
or blow away. ; 

DON’T tell the p. a. what a good 
poker player you are; he may invite 
you into his game. 

DON’T carry a side line; you may 
get your orders mixed and get caught. 

DON’T kick about your prices; the 
p. a. may have been away and the Boss 
have done the buying. 

DON’T sit down and talk to the 
first good-looking girl you see on the 
train; go down the line and look ‘em 
over first. 

DON’T get fresh with the waitress ; 
look around; her “best fellow” may be 
at the same table. 

DON’T brag about your new auto; 
you may not be able to keep up the 
installments. 

DON’T do any guessing for the 
p. a., as he has to pay the bill anyway. 

DON’T forget to smile, as that is 
probably the only thing you can do 
better than your competitor. 

DON’T tell the Boss you just ar- 
rived in town; he may have been at the 
same movie the night before. 

* * * 

At least one-half, and sometimes 

practically all, of the light utilized in 


interiors is received by reflection from 

ceilings and 
Wasted walls. In our 
Light campaign of en- 


lightenment we 
should not overlook the fact that a 
great deal of light is wasted in plants 
whose walls and ceilings are dirty and 
poorly painted. One paint manufac- 
turer, speaking of plants operating 
part of the day under sunlight and the 
balance of the day under § artificial 
light, states that using the right kind 
of paint on the walls and ceilings re- 
duces production costs 16 to 21 per 
cent. A great deal of light—both arti- 
ficial and daylight—is wasted in dingy 
plants. The light is absorbed by the 
ceilings and walls instead of being re- 
flected. Workmen strain their eyes, 
grow fatigued quickly, spoilage runs 
high, and production is _ retarded. 
Let’s remember these facts in connec- 


tion with our daily work. 
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The Ideal Light for Every Purpose 


Here’s Initial Economy in Lighting 
that will Interest Your Prospects 


Brascolite permits wiring building for 1320 watts for each 13- 
outlet circuit thereby saving cost of running wires for extra 


circuits. 


According to the Underwriters’ Laboratories the 
capacity of a circuit intended for lighting is lm- 
ited to 13 outlets with a total capac:ty of 660 watts 
with the proviso that, where the circuit wires enter 
the sockets, or wires of equivalent size to the cir- 
cuit wires lead to the sockets the wattage capacity 
of the circuit may be made 1320 watts rather than 
660, the limitation as to outlets per circuit remain- 
ing at 13. 

In view of the fact that BRASCOLITES are ar- 
ranged for either direct connection to the circuit 
wires or wire of No. 14 B & §S size furnished for 
the wiring, it is permissible when using BRASCO- 
LITES to arrange circuits with an allowable 
capacity of 1320 watts, thus materially reducing the 
number of circuits for the lighting of any area. 
The same wiring arrangements are permissible with 
Elites and Aglites. It should be understood, how- 
ever, that this 1320-watts capacity is not permitted 
where fixture wire of a size smaller than No, 14 is 
used. 


Brascolite’s efficiency and economy have made it 
the largest selling lighting fixture in the world. 
Un¢er present-day building cond‘tions it is the light 
to instal] for economy as well as for service. 
Made in a wide range of sizes and styles, harmoniz- 
ing with any architectural design or period, Bras- 
colite is tke ideal light for every purpose. 
Our catalogue No. 8 pictures and describes the 
Standard Brascolite line. May we send you a 
copy? Our Engineering Department is at your 
service for calculations or advice on any special 
requ:rements, 
Prepared to estimate on and produce materials of 
manufacture in 

Metal Stampings 

Porcelain Enameling 

Machining and Spinning 

Brass and Aluminum 

Founding 

Electroplating and Polishing 


LUMINOUS UNIT CO., St. Louis, U. S. A. 


Division of the St. Louis Brass Manufacturing Company, 


BRANCH OFFICES: 
Sales and Service 
Cincinnati Chicago Denver 

New Orleans Philadelphia 


Canadian Distributor: 
Northern Electric Company 
LIMITED 
Montreal 


Detroit 
New York 


Boston 


TFYPE A. F. 
Wide, 


of low absorption. 


Kansas City 
Pittsburgh 


all white glazed porcelain enameled re- 
flector with bowl of heavy, pressed white glass 
Type A.F.B. same with re- 
flector band finished in leather bronze. 


Los Angeles 
Seattle 
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Contracwwr-Dealers Hold 
Twenty-First Annual Convention 
In spite of the times, the twenty- 
first annual convention of the National 
Association of Electrical Contractors 
and Dealers, held at Buffalo, N. Y., on 
July 18 to 23, was without question all 
that was hoped for and expected. The 
first two days, Monday and Tuesday, 
were given over to executive committee 
meetings. Wednesday morning’s ses- 
sion was opened by E. D. McCarthy 
of McCarthy Bros. & Ford, who intro- 
duced the Hon. George S. Buck, mayor 
of Buffalo. 
Buftalo, the birthplace of the associa- 


The mayor's welcome to 


tion, was responded to by James R. 
Strong, national chairman. Charles L. 
Kidlitz, first vice-president of the asso- 
ciation, then interestingly and humor- 
ously recalled incidents of 20 years 
ago and recounted the association’s his- 
tory. He then presented each charter 
member with a badge of originality. 
Many well-known men rendered ad- 
dresses in the sessions that followed 
during the week. Among these were: 
W. L. Goodwin, Samuel B. Botsford, a 
Buffalo attorney and ex-president of 
the Buffalo Chamber of Commerce; 
Alfred E. Martin; John J. Gibson, 
Westinghouse Electric & Mfg. Co.; W. 
KF. Robertson, Robertson-Cataract 
Electric Co.; M. Luckiesh, Nela Re- 
On 


Wednesday afternoon an automobile 


search Bureau, and _ others. 
trip was provided for the ladies, and 
on that evening a reception and dance 
was held in the ball room of the La- 
fayette hotel. The annual dinner was 
held in the same room on Thursday 
evening. One of the most entertaining 
and interesting events of the evening 
was a little “act’’? put on by H. B. 
Kirkland and W. D. Yates of the Gen- 
eral Electric Co. The title was ‘‘Sell- 
a Wiring Job,’ Mr. Kirkland tak- 
ing the part of a home builder and Mr. 


oo 
ing 


Yates being an electrical contractor, 
who called to see him with reference to 
adding a number of convenience out- 
lets and of selling the job on a basis of 
performed. They Mr. 


service say 








Yates got the job. The biggest enter- 
the 


probably was a trip to Niagara Falls, 


tainment feature of convention 
which served as the ending. 
* * 

Goodwin Presented With Loving 
Cup at Contractors’ Outing 

The Independent Associated Elec- 
trical, Contractor-Dealers of New York 
City held their summer outing at 
Grand City, Staten Island, on July 
30. 
will go down in history as 
the 
which is the result of a recent merger 
of the 


tractors and the Independent 


The occasion is noteworthy and 
the first 
annual outing of organization 
Con- 
Elee- 
trical Contractors and Dealers Asso- 
ciation. The presentation to W. L. 
Goodwin of a huge silver loving cup 


Associated Electrical 


as a token of esteem and devotion, in- 
troduced a personal note which will 
further enricl the memory of the out- 
ing for those who had the pleasure of 
attending. 

While this was the first outing of 
the merged organization it was the 


17th cuting of the old Independents 











At a doHar per hole Dave Harris made 
a clean up on the putting greens at Asso- 
ciation Island last month. When not en- 
gaged in “sinking them in one,’ Dave 
functions as vice-president and _ general 
sales manager of the Pacific States Elec- 
tric Co., at San Francisco, Calif. 





who followed the usual custom of en 
tertaining the New York City Depart 
ment of Water Supply, Gas and Elec 
tricity and the Fire Underwriters. 
The merged organization has a total 


membership of 130 making it the larg 
est local organization in that branch 
of the electrical industry. The popu 
larity of this organization is shown by 
the attendance of something like 400 
members and guests who, in addition 
to enjoying the other amusements pro 
vided, sat down to an old-fashied shore 
dinner. 

Mr. Goodwin was the guest of honor 
and the presentation of the silver lov 
ing cup came as a complete surprise 
to him. He made acknowledgment in 
a characteristic speech, assuring the 
donors that while the spirit which 
prompted the gift was fully appreci 
ated, he considers his efforts a duty 
and a pleasure, and entertains no 
thought of obligation on the part of 
those who enjoy the benefits. 

Mr. Goodwin evinces no slight evi 
dence of pride in displaying this mag- 
nificent tribute to the work he 
done, to callers at the offices of the 
Society for Electrical Development in 
New York City, where he now holds 
forth as the right hand man of the 
president of that organization. 

* * * 


40-Watt Lamp in 
Most Popular Use 

According to facts brought out by 
the lamp committee at the recent N. E. 
L. A. convention in Chicago, in the 
vacuum-type incandescent lamp, the 
40-watt size is used to the greatest ex- 
tent, it representing about a quarter of 
2ll the lamps in this class. The 25- 
watt runs a close second, followed by 
the 60-watt and 50-watt. A tendency 
to standardize the last-named size ac- 
counts for a very appreciable increase 
in its use during the past two years. 
Meanwhile, the gas-filled lamps of 75 
watts and 100 watts have risen in pop- 
ularity, while little change is registered 
in the larger sizes. It now looks as if 
the two sizes just mentioned would 
very rapidly drive out the 100-watt 


has 
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1921 is Penalizing 


Unprogressive Merchandisers 


F 1921 is Rewarding Fighters—and it is—it is also penalizing those who 
have not prepared themselves to fight. 


No complaint about poor business is being heard from those mer- 
chants who have intensified their selling methods to meet the return of 
normal conditions. It is the dealer who waits today as he waited last year 
for buyers to seek his store who is discouraged. 


As the success and prosperity of the retail appliance dealer for the next 
few years depends upon his adoption of house-to-house canvassing, so does 
the continued success of the jobberin this line of merchandise depend upon 
his recognizing this one of his “departments” as aseparate and distinct 
business. 


The selling of vacuum cleaners, washing machines and other electrical 
appliances, bought by womenfolk, requires and demands in any jobbing 
organization, the management, direction and entire time and services of a 
specially trained expert. 


Select such a man, relieve him of all responsibility for any other depart- 
ment of your business, give him his own crew of salesmen, and the first 
results of his work will be a revelation to you. 


That is how a great number of “fighting” dealers and jobbers are show- 
ing increased sales records for 1921—despitée the fact that most of their 
competitors are content with the “conditions” alibi in accounting for busi- 
ness losses. 


The Apex Electrical Distributing Company 


1067 East 152nd Street Cleveland, Ohio 
Canadian Factory: 
EXPORT OFFICE AND SHOW ROOM: Apex Electrical Manufacturing Company, Limited 
461 Eighth Avenue, New York City, U.S.A. 102-104 Atlantic Avenue, Toronto, Ontario 
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the 


perhaps 60-watt vacuum 
lamps. For street lighting work the 


vacuum type has virtually disappeared. 


and 


The three voltages most generally 
used, including three-fourths of the 
whole number of lamps, are 110, 115 
and 120. The use of the last two has 
grown at the expense of the first with- 


in the last two years. 


* * * 


F. B. Crocker Dies 
At Home in New York 

Professor Francis Bacon Crocker. 
well-known pioneer in electrical engi- 
neering and the electrical industry, 
died at his home in New York on Sat- 
urday evening, July 9, 1921. Professor 
Crocker was best known as the founder 
and head of the engineering depart- 
ment at Columbia University. He was 
also one of the founders of the Crock- 
er-Wheeler Co. He had been suffering 
from an incurable malady for many 
vVears, 

% x * 

Pennsylvania Electric 
Association to Meet Sept. 7-10 

The Pennsylvania Electric Associa- 
tion will hold its annual meeting at 
Bedtord Springs, Pa., September 7 to 
10. There will be morning and after- 
noon sessions, with the exception of 
Saturday, when only a morning session 
will be held. The commercial meeting 
will be held during the Thursday after- 
noon session, at which interesting re- 
ports and papers will be presented. 
A feature of the entertainment will be 
nightly radio concerts furnished by the 
Westinghouse Electric & Mfg. Co. 

















the 


Otto J. Hora, formerly with the Manhattan Electrical Supply Co. and the Illinois 
Electric Co. of Chicago, and now president and treasurer of the Czecho-Slovak Fixture 
Glass and Specialty Co., 1446 South Crawford avenue, same city, is sure a demon for 


travel. 


He has just returned from a lengthy jaunt through France, Switzerland, 


Austria, Czechoslovakia, Germany and England where he has been making connections 


to represent certain foreign glassware manufacturers in the United States. 
evidently made the acquaintance of one of the feminine beauties of Prague 


happen to know that Otto has a family. 
boy. 


Otto has 
and we 


Seandal! Page the editor of the Tattler, 





Electrical Co-operative League 
Organized in Denver 

An organization known as the Elec- 
trical Co-operative League was recent- 
ly launched in Denver, Colo., under the 
guidance of an advisory committee, the 
personnel of which is as follows: 
Chairman, 'T. O. Kennedy, general su- 
the Denver Gas & 
Electric Light Co.; vice-chairman, E. 


perintendent of 


C. Headrick, a prominent contractor- 
dealer, and secretary-treasurer, John 


J. Cooper, Mountain Electric Co. Of- 





Fam ie 
(on the left), 
the C. 








Barstow, sales manager of the Trumbull Electric Mfg. Co., Plainville, Conn. 
was just telling C. H. Alber, manager of the electrical department of 
S. Mersick Co., New Haven, Conn., the fine points about Circle T safety switches 


when the photographer had to break in and wreck his train of thought. “Oh, well,” 
says Mr. Brastow, “we're neighbors anyway, and if I don’t sell him now I will later.” 


The sooner, the quicker, Mr. Brastow. 





fices have been opened at 301 Gas and 
Electric building, under the direction 
of Sidney W. Bishop, recently appoint- 
ed executive manager of the league. 
Extensive plans have been made to 
assist in the furtherance of the electri- 
cal industry by better service, educa- 
tional and advertising campaigns and 
closer co-operation within the indus- 
try itself. All four branches of the in- 
dustry are represented in the league, 
the 
tion holding membership as a unit. 


local contractor-dealers’ associa- 


* * * 

Purchasing Agents To 
Meet in Indianapolis 

The 


chasing Agents will hold its annual 


National Association of Pur- 


meeting in the Claypool hotel, Indi- 
anapolis, Ind., on October 10 to 13. 
* * * 


S. E. D. Publishes Two 
Informative Booklets 

The Society for Electrical Develop- 
ment, Inec., New York City, is publish- 
ing two worth-while booklets, one to be 
entitled “Facts About the S. E. D.” 
and the other “The Society for Elec- 
Its Activi- 


These two are written 


trical Development, Inc.- 
ties and Aims.” 
for the express purpose of giving pros- 
pective members a concrete idea, in 
easily read form, of what the society 
is, does, can do for them and will do 
as time goes on and facilities improve. 
“Facts About the S. E. D.” consists of 
twenty-four 3-in. x 5-in. cards, each 
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There are no conditions in first-class switch requirement 
and construction which are not fully met in Compro Cur- 
rent-Proof Switches. The fundamental features being the 
high degree of safety, interchangeable parts, simplicity of 
design, installation and operation. 


We manufacture all types of 
enclosed switches for all tvpes 
of electrical circuits. 


COMPRO 


How’s Compro? 


‘Sall Right 


The jobbers’ salesmen are 
being asked many questions 
these days and they are not 
sidestepping when any one 
asks: ‘*How’s Compro?” 


Compro Current-Proof 
Switches are “all right” and 
you can say that with the 
firm conviction that neither 
the house nor you will suffer 
for the endorsement. 


We know what Jobber Ser- 
vice means and we mean 
what we say when we tell you 
that “Compro” stands for 
Complete Protection. 


Write for our proposition—it ts 
unusually attractive 


The Wadsworth Electric Mfg. Co. 


INCORPORATED 
Covington, Ky. 


Branch Offices : 


New York City 
30 Church St. 


Boston, Mass. 
176 Federal St. 


Pittsburgh, Pa. 
422 First Avenue 


Chicago, Illinois 
559 W. Monroe St. 


Current- 
Proof 


Switch 
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taking up one phase of the society's 
organization or the function it per- 
forms. These cards will be added 
to from time to time They are perfor- 
ated and may be detached, and filed 
and they represent the start of a ready 
reference 3-in.x5-in. card system which 
will be continued not only for mem- 
bership solicitation, but for supplying 
informative data and as the basic ma- 
terial for the speakers’ bureau to later 
The latter booklet is 
issued in the form of 6-in. x 9-in. 
sheets. This also is for membership 
solicitation, and the sheets are to be 
inserted in a cover as material of value 
in this direction is prepared. 
* * * 

Chicago Electric Club 
To Hold Annual Picnic 

The Electric Club of Chicago will 
hold its annual picnic at Ehrhardt’s 
picnic grove, Park Ridge, IIl., on 
Thursday, August 25, 1921. A “Thor” 
washing machine will be offered as first 
prize to the holder of the “Lucky Num- 
ber Ticket’ of admission and a 12-inch 
fan or a vacuum cleaner as second 
prize. Other prizes will be given to the 
winners of the various games, stunts 


be organized. 


and events. 
* + * 

$18,560,000 in Electrical 
Porcelain Produced in 1920 

The value of pottery produced in 
1920 was $105,700,000, of which 
$18,560,000 went into porcelain elec- 
trical supplies, according to the United 
States Geological Survey in its review 
of the pottery jndustry in the United 
States in 1920. The value of electrical 
porcelain for the year 1919 is estimat- 
ed by the Geological Survey at $12,- 
190,000, so that the 1920 production is 
more than $6,000,000 better than the 
year before, or about 52 per cent. 

* * * 

Electricity’s Need in 
Chemistry To Be Displayed 

Well over 50 manufacturers affiliated 
with the electrical industry will par- 
ticipate in the seventh exposition of 
chemical industries to be held at the 
Eighth Coast Artillery Armory in New 
York City during the week of Sept. 
12. During the last decade the in- 
dustry has had a tremendous growth, 
and since the war has gone forward 
with increased momentum. Through- 
out its entire growth the electrical in- 
dustry has played a greater and great- 
er part each year, and the dependence 
ef the chemical industry upon the 


electrical industry for the solution of 
many of its problems will be clearly 
outlined at the coming expositions. 
Some of the phases of electricity in its 
association with chemistry at this show 


will be air conditioning, dust collec- 


tion and arresting, the question of 
storage economy and shipping con- 
tainers, refrigerating apparatus, fire- 
fighting equipment, mining equipment 
and pumps, water heating, filtering 
and softening, pumps and condensers, 
ovens, furnace equipment and auto- 
matic controls for temperature, pres- 
sure, time, level, ete. Moving pictures 
will show the power plant in coal and 
heat saving and will display elec- 
trolytic processes. 
* * * 

Electrical Exports 
Show Decrease 

Since January of this year electrical 
exports have fallen off perceptibly. In 
January export figures were $15,332,- 
955 and in June $7,315,794. For the 
first half of the year, however, the to- 
tal stands at $63,818,994 or $17,000, 
000 ahead of the first six months of 
any previous year. 

. * * 

Northwest Electric 
League Extends Work 

D. I. Miller, secretary-manager of 
the Northwest Electric Service 
League, has opened offices at 535 Cen- 
tral building, Seattle, Wash. This or- 
ganization is working for better co-op- 
eration among electrical contractors 
and dealers, central stations, jobbers 








Wives do not accompany the delegates 
to Association Island during the meet- 
ings of the G-E Distributing Jobbers’ 
Club so we don’t know whether J. A. 
Kahn, of the Capital Electric Co., Salt 
Lake City, is a Mormon or not. But we 
do know he is a regular guy. 


and manufacturers. The league will 
extend its work throughout Oregon, 
Washington, Idaho and Montana. W. 
D. Moriarity was recently appointed 
to take up the work of field man. 
* * *% 

Final Arrangements Made To 
Produce Standardized Outlets 

The final step has just been taken in 
the standardization of receptacles and 
plugs for lighting outlets, briefly de- 
scribed by the trade name “Elexit,” in- 
troduced by the Electric Outlet Com- 
pany, 8 West 40th street, New York. 
This company and a number of wiring 
device manufacturers have entered into 
an interlicensing agreement providing 
for the manufacture of “Elexit” recep- 
tacles and plugs to the same master 
gauges. Elexit devices will be manu- 
factured and sold by the Arrow Elec- 
tric Co., Benjamin Electric Mfg. Co., 
Bryant Electric Co., Cutler-Hammer 
Mfg. Co., Economy Fuse & Mfg. Co., 
General Electric Company, Hart & 
Hegeman Mfg. Co., Harvey Hubbell, 
Inc., H. T. Paiste Co., Pass & Sey- 
mour, Inc., and the Weber Electric Co. 

The Electric Outlet Company will 
continue to educate the building pro- 
fession and the public generally to the 
advantages of having all lighting out- 
lets finished as ‘‘Elexits,” and to the 
many uses and possibilities in electric 
light fittings when they have been 
changed from “fixtures” to “elexi- 
liers” by the attachment of an “Elexit’’ 
plug. 

Cantelo White, who developed the 
first “Elexits,”’ says that the lighting 
“fixture” is the vermiform appendix of 
the electric lighting business, and that 
it was inherited from the necessity of 
conducting gas in a pipe, a condition 
which should no longer be allowed to 
restrict the public convenience in the 
use of electric light. 

Mr. White also predicts that when 
people discover that they can put the 
light-they-want in the place-they- 
want-it as easily and far more safely 
than their great-grandfathers did with 
candles, they will demand more elec- 
tric service than they are today being 
urged to use. 

* * * 
Electric League Now 
Has 500 Members 

It is announced that the San Fran- 
cisco Electrical League has reached its 
goal of 500 members. Clyde L. Cham- 
hlin is the new president-elect. and 
E. O. Shreve, the retiring president. 
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Notes About Jobbers » 


G-E Jobbers Hold 
Third Annual Meeting 

The third annual meeting of the G-E 
Distributing Jobbers Club, which is 
the 
Company's distributors, was held at 
Dana Bullen, Association Is- 
land, Henderson N. 2 on 
July 11 to 15. The jobbers and 
guests were divided into two groups, 


comprised of General Electric 
Camp 
Harbor, 


one wearing orange sashes and the 
other blue (the G-E merchandising 
colors). Camp was run on somewhat 
of a military plan. Reveille was at 
7:00 A. M., then followed breakfast 
held the 
meetings at which prominent men in 
the General Electric Co. rendered ad- 
dresses on various topics. Among the 


after which were business 


guests who spoke were W. L. Goodwin 
of the Society for Electrical Develop- 
ment and Howard Ehrlich, editorial 
The 


The afternoons were devoted to rec- 


director of Jobber’s Salesman. 


reation and the evenings to various 
forms of entertainment. Taps was at 
midnight. 
* * * 
Pierce Electrical Co. 
Opens Branch House 
Pierce Electric Co., 315 Franklin 
Tampa, Fla., has opened a 
In the future 


this company will act as agent-jobbers 


street, 
branch in Jacksonville. 


for the Westinghouse Electric & Mfg. 
Co. 


Dusseau Appointed 
Manager Electric Supply Co., 

A. E. Dusseau, who for the past 10 
years has acted in the capacity of 
salesman, purchasing agent and sales 
manager for the Commercial Electri- 
cal Supply Co. of Detroit, Mich., was 
recently appointed general manager 
for the Electric Supply Co. of Toledo, 
Ohio, a concern which has been in 
business for some years and recently 
branched into the wholesale electrical 
supply field. Through Mr. Dusseau’s 
wide experience in the electrical job- 
bing field, the Electric Supply Co. ex- 
pects to make rapid progress. It is 
contemplating taking on several new 
salesmen to cover the territory com- 
prised of Toledo and environs. F. E. 
La France is president of the com- 
pany; George S. Milner, vice-presi- 
dent; G. A. Milner, secretary, and Sam 
Spiro, treasurer. 

* * * 
P. B. Gough Pens an 
Interesting Message 

The following is an extract from a 
letter written by P. B. Gough, of Lis- 
tenwalter & Gough, Los Angeles, Cal., 
and contains some truths that will un- 
doubtedly interest and merit the atten- 
tion of jobbing executives: 

“T have recently sent you copies of 
and _ particularly 
wish to call your attention to our large 


our advertisement 


advertisement, appearing in Wednes- 








and famous old ditty: “How dry I am.” 








Here is the Imperial quartet of the Belmont “Opera” club singing that popular 
From left to right are Fred Phillips, con- 
tralto; B. B. Downs, bass; H. P. Andrae, tenor, and N. G. Harvey, soprano. 





Most 


of our readers will recognize these gentlemen as four of the prominent midwestern 
Westinghouse agent jobbers who attended the farewell party for T. Julien McGill at 


the Belmont Golf club, Chicago. 





It will be noticed that Fred Phillips has taking ways. 








takes 


rookies 
place at the G-E jobbers’ meeting, H. E. 
Hobson, of the Southwest G-E Co., has a 
chance to demonstrate his prowess as a 


When the initiation of 


He hails from Texas, so 
done. At least he gets 


lariat thrower. 
knows how it’s 
away with it. 





day’s household edition under date of 
October 20th, in which Prudence Pen- 
ny, the recognized autliority in South- 
ern California on washing machines 
and vacuum cleaners, etc., has given us 
a splendid article. It will be interest- 
ing to you to know that the day this 
advertisement appeared, F. E. New- 
berry, one of our downtown local deal- 
ers, sold nine washing machines off of 
his floor. In addition to this, all of our 
local downtown dealers enjoyed an in- 
creased sale; as this paper enjoys an 
enormous circulation in all of the sur- 
rounding small towns, you will readily 
see that it not only creates more sales 
for our dealers, but, what is more im- 
portant, creates good will on the part 
of owners, as it makes them realize that 
they have a product with something big 
and substantial behind it. I am calling 
your attention to this particularly to 
indicate that we have a full realization 
of how a jobber should function in the 
electrical appliance business. It is our 
conclusion that when a manufacturer 
of national repute entrusts his line in 
our hands for distribution in this terri- 
tory, we are accepting a responsibility 
that we cannot shirk for one moment. 
“If the electrical jobber is to be a 
factor in the large appliance business 
of tomorrow, he must realize that his 
work is not to merely take orders for 
these appliances, but that he must 
create the demand by local advertising, 
that he must build sales organizations 
within his dealers to properly promote 
the sale of his products and, above all, 
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EVERYTHING IN IRONS 





“ELECTRIC IRON 


For Fall Selling 


“Everything in Irons” is an actual point of Dover Service, not simply a 
slogan. No matter what the dealer wants, there’s a Dover Iron to meet the 
demand. 


From the A-Best-O Automatic—the premier of all irons—to the iron made 
to meet a price. From the 3!14-lb. Tourist midget 
to the ponderous, 24-pound, three-heat Tailor 
Goose. From the 32-volt farm lighting plant iron 
to the rugged 250-volt pattern used among the 
mountains of West Virginia. 





‘Everything in Irons’ offers you a direct service. To the 
dealer who wants an automatic, the A-Best-O is your an- 
swer. And to the one who thinks price, the Domanco 
is your answer. No matter what the pattern, it’s in the 
Dover Line. 











Domanco Electric Iron No. 4~ $6 


The A-Best-O Automatic 


Premier of All Electric Irons 


Dover Electric Iron No. 6 $7 


It eliminates the fire hazard, for the temperature cannot rise higher 
than 600° F. Hence the Special Approval by the National Board 
of Fire Underwriters—also the New York Board. 


Thermostatic control of heat has been applied successfully only to 


the A-Best-O. 
Sell Dover Irons 


The Dover Manufacturing Co., Dover, Ohio 
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he must maintain a service that will 
create good will for all of his consum- 
ers. Furthermore, he must handle his 
products on the lowest possible margin 
of profit, passing on to his dealers a 
big substantial discount, for it is the 
dealer who bears the biggest expense in 
the entire merchandising. If this plan 
is followed out, you can get some real 
enthusiasm out of your dealers. They 
will have sufficient margin to engage 
sales people of quality and to adver- 
tise in their local papers in a high- 
class manner.” 
* * * 


Empire Electric Supply Co. 
New Jobber in Houston, Texas 
The Empire Electric Supply Co., 
Williams and Sterrett street, Houston, 
Texas, is a firm recently organized for 
the purpose of doing a wholesale elec- 
trical supply business in the state of 
Texas. Ed F. Hail is president and 
um. F. 
Reichardt, vice-president and treasur- 
er, and T. B. Matthews, secretary and 


general manager of the firm. 


assistant manager. Mr. Matthews will 
also act as purchasing agent. E. S. 
Lagarde, C. C. Geedings, J. B. Mat- 
thews, J. S. Baldwin and L. H. Fuller 
are other members of the new concern. 
All have had many years of experience 
in the electrical field and are well 
versed in the business of wholesaling 
electrical supplies. The Empire Elec- 
tric Supply Co. is traveling three men 
in the state and two in the city, being 
located in the center of distribution of 











Here is H. R. Worthington, of the Flor- 
ida Electric Supply Co. Jacksonville, 
ready for action. He has just finished a 
game of volley ball in which he battled 
about 11 men to a standstill 














The camera unfortunately does not show 
the speed of these two pedestrians as they 
were beating it for the dining room at 
Association Island, Frank Price, of the Pet- 
tingell- Andrews Co., Boston (on left) is 
one pace ahead of Frank Bernardin, B-R 
Klectric Co., Kansas City, but Frank won. 





18 railroads and at the head of the 
Houston Ship Channel. The company 
has a railroad siding and is well 
equipped all around for distributing 
electrical supplies. 
* * #* 

McKirahan Elected President 
Southern Electric Supply Co. 

At a meeting of the directors of the 
Southern Electric Supply Co., Atlanta, 
Ga., held on June 21, 1921, C. C. Me- 
Kirahan was elected to the presidency 
of that company, vice C. D. Boyd, re- 
signed. Before attaching himself to 
the Southern Electric Supply Com- 
pany, Mr. McKirahan spent many 
years with one of the largest jobbing 
houses of the country as salesman, 
manager of the engineering department 
and sales manager. 

* * 
Schimmel Company 
Moves to New Home 

The Schimmel Electric Supply Co., 
Philadelphia, Pa., has removed from 
318 Market street, where it has been 
for the past seven years, to its new 
home at 526 Arch street. The building, 
which was purchased by the company 
the first of this year, is a six-story 
structure, with a floor space of 42,000 
sq. ft. The building has been complete- 
ly remodeled and equipped as an up- 
to-date and modern electrical supply 
house. Samuel Schimmel, head of the 
Schimmel Electric Supply Co., is very 
optimistic. He is of the opinion that a 
wave of prosperity is headed this way, 
and now is the time to prepare for it. 


Piedmont Electric Company 
Opens Branch in Greensboro, N. C. 

The Piedmont Electric Co., Ashe- 
ville, N. C., is establishing a branch 
in Greensboro, N. C., which will soon 
be ready. Up to this time the com- 
pany has been covering all of North 
and South Carolina, with the excep- 
tion of coast towns, out of Asheville. 
Increase of business in eastern North 
Carolina has made necessary a ware- 
house and branch office in Greensboro. 
The new branch in Greensboro will be 
at 335 South Davis street and will be 
in charge of Frank B. Bibb. 


* * * 


Mohawk Electrical 
Supply Company Moves 

Mohawk Electrical Supply Co., for- 
merly at 325 Warren street, Syracuse, 
N. Y., is now located in the Great 
Northern Warehouse at 350-360 West 
Fayette street, same city. In making 
this change the company discontinued 
its retail department. 

* * #* 

Anchor Lite Appliance Co. 
Moves to Large New Building 

The Anchor Lite Appliance Co., 
Pittsburgh, Pa., is now established in 
its new quarters at 420 Wood street, 
where it occupies a four-story and 
basement building, having approxi- 
mately 10,000 sq. ft. of floor space. 
The company began business on a 
small seale at 25 Strawberry way less 
than a year ago. It has undergone 
rapid growth since then. 











L. E. Latham, of E,. B. Latham & Co., 
prominent New York jobbers, haz sev- 
eral pet theories about the jobbing busi- 
ness that are making good. Lester listens 
a lot and talks little but when he does 
talk he says something. 
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Fan Time” 
is TeTap Time 


Seasonable goods interest the electrical dealer 
just as much as they do the haberdasher or corner 
druggist. Your clothier is decorating his window 
with articles for summer wear. Your druggist 
has put his “Hot Chocolate” signs down back of 
the counter and is pushing ice cream sodas and 
rubber bathing caps. Your electrical dealer talks 
up FANS, milk beaters, ice cream freezers; tells 
how play time is saved from work time by using 
electrical appliances. 
: Ce: “Fan Time” is Te-'Tap Time, for the handy 
= Te-Taps answer the question, “How shall I con- 
‘i nect it?” by supplying the convenient extra out- 
Twin Te‘’ap let at any light socket. 
one of the Hubbell Te-’Tap-Ten is an assortment of 10 
H bb ll TeT. standard Hubbell Specialties. It gives the deal- 
ubbe apfen er a small but complete stock of popular priced 
necessities, each packed in a handsome carton, and 
displayed in a counter container which actually 
sells them. 
We are telling 2,000,000 people about the Te- 
T'ap-Ten. Write us for the special literature and 
prices. 
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NEW YORK SAN FRANCISCO CHICACO 
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Western Electric Company, 
New York, Has New Building 
The new building of the Western 
Electric Co., at 395 Hudson street, 
New York City, which was officially 
opened on July 15, is said to be not 
only the largest concrete edifice on 
Manhattan Island, but also the largest 
combination warehouse, shop and office 
building occupied by any electrical 
supply jobber. The building occupies 
the entire block at Hudson and West 
Houston streets and 
338 ft. x 200 ft., comprising a total 
floor space of 595,000 sq. ft. Several 


has an area of 


departments of the Western Electric 
Co. have already moved into their new 
quarters, but the New York shops and 
the supply divisions of the eastern dis- 
trict territory, embracing New York 
state, New Jersey, Pennsylvania and 
New England, and of the International 
Western Electric Co. will not take up 
their headquarters there until every- 
thing is completed. Although most of 
the building is 11 stories in height, 
there is a narrow five-story wing on 
Greenwich street. Under this one roof 
will be housed the many departments 
which for several years have been scat- 
tered throughout the city. A special 
demonstration room is provided for 
showing latest developments in elec- 
trical housing devices, farm lighting 
equipment, etc. A conference room and 
restaurant are also provided. Special 
attention has been given to a conveyor 
automatic push-button 


system, with 


control of deflectors for various floors. 











is Vs Electric 


Union 
Co., Pittsburgh, stands before you. Stogies 
are still selling at three for ten in Pitts- 
burgh, as will be noted from the above 
view. 


Provost, of the 





Wallace L. 
two years has been manager of the appli- 
ance department of the Stuart-Howland 
Co. of Boston, has been appointed general 
sales manager of the Russell Electric Co., 


Fleming, who for the past 


140 West Austin avenue, Chicago, Ill. Mr. 
Fleming is very well and favorably known 
in this field, having begun his experience 
with the house-to-house selling of vacuum 
cleaners. Mr. Fleming is originally from 
California, having been connected with 
such companies there as the Pacific States 
Electric Co. He expects to devote much 
time to devising new and better schemes 
of working with the jobber in promulgat- 
ing and distributing his company’s line of 
“Hold-Heet” electric heating appliances. 





an overhead conveyor system for stack- 
ing conduit and hoisting equipment 
and three monorail cranes, which are 


loads, 


each. Loading and receiving platforms 


capable of handling six-ton 
can handle 14 and 12 trucks respec- 
tively at the same time. 

* * # 


MacIntyre Rejoins 
Illinois Electric Co. 

Cameron MacIntyre has rejoined 
the sales force of the Illinois Electric 
Co. of Chicago. Mr. MacIntyre had 
been with the Illinois Electric Co. for 
14 years, but about two years ago left 
to go into business for himself. He will 
cover his old territory of Nebraska, 
where he is very well known among the 
electrical trade. 

* * * 
Burns Goes With 
Inland Electric Co. 

Robert H. 

the Western Electric Co. at Chicago, 


Burns, formerly with 
has just been appointed sales repre- 
sentative for the Inland Electric Co., 
jobbers at 14 North Franklin street, 
Chicago, Ill. Mr. Burns will serve 
the Chicago territory. 





Western Electric 
Makes Changes 

J. E. Barron has been appointed 
sales manager of the Western Electric 
Company’s Indianapolis, Ind., branch, 
to succeed Chester E. Roberts, who has 
been transferred to Chicago, and A. J. 
Caloway, sales manager at Salt Lake, 
reporting to A. C. Cornell, sales man 


ager at Denver. 
* * * 


Good Slogans 
Mean Much 

Nearly all well-directed sales cam- 
paigns have as a prominent feature a 
good slogan. On its “Sales Instruc- 
tion Bulletin” the Charleston Electri 
cal Supply Co., of Charleston, W. Va., 
“So serve your customers that 
need 


Says: 
instead of being told that ‘I 
nothing today,’ the purchasing agent 
or superintendent will say, ‘I have 
something to ask you.’ Then you are 
the road to successful salesman- 


ship.” 


on 


* * * 
Central Stations Do 
Enormous Business 
The generation and sale of electrical 
energy for light and power purposes 
have attained figures almost beyond 
The figures for 1919 
8000 
companies generated a total of 39,559,- 
000,000 kilowatt-hours of energy and 
employed more than 100,000 men. 


comprehension. 


show that the central station 














Clarence Wheeler, president of the 
Wheeler-Green Electric Co., Rochester, 
N. Y., is shown here at the close of a 
hard day’s work. It’s surely a hard job 
to carry around so many sticks on a hot 
day. 
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Good Workmen 
Appreciate Good Wire 


While wire is very much alike in outside 
appearance, differences in quality of 
manufacture are well known to the 
workman who is responsible for a satis- 
factory installation. 


J 
ir 





The thirty year old reputation of 
PARANITE for highest quality of 


materials and manufacture is based 
upon countless individual opinions 
formed from performance experience. 


Sell the contractor the wire that he 
and his men take pride in using— 


Fis PR ANTT E ts ricer 


Indiana Rubber & Insulated Wire Co. 


Chicago Office: 210 So. Desplaines St. 
New York Office: Thomas & Betts Co., 63 Vesey St. 


Factory and General Office: Jonesboro, Indiana 
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How It Shouldn’t Be Done 


Some Salesmen Spend So Much Time “Catching Up” On 
Sleep That They Never Get “Caught Up” On Orders 


T is now Thursday morning, and 
l Bill says to himself, “Well, only 

about a day and a half, and I'll 
beat it for home.” So he hustles around 
to call on everybody whom he should 
call on, regardless of whether they 
give him any orders, just so he fulfills 
his duty of making the calls. You 
know, that is what his company pays 
him for—for making calls—a walking 
ambassador. 

Well, we are now comfortably seat- 
ed in the smoking compartment of the 
chair car about 1:30 p. m. Friday af- 
ternoon, speeding home, all thoughts 
of business wiped out, and probably 
determining the next move of Lloyd 
George with some fellow jobber’s 
salesman, or possibly running Ford’s 
automobile factory for him, or decid- 
ing that Ty Cobb will never make 
good as a manager for the Detroit 
Americans. 

Saturday is a day of leisure, noth- 
ing to do at all. We might go down to 
the office for an hour or so and tell 
the bunch how rotten the service is 
and how high our prices are compared 
to our competitors. You know, all the 
business he gets is because he is Bill 
Slocum, and the customers want to do 
something for him, because he helps 
them so much in running their busi- 
ness, ete. 

Sunday night Bill and his wife are 
invited to a game of “500” at his 
brother-in-law’s house, and they got 
home about 12:30 a. m., and just be- 
fore Bill goes to bed he says to him- 
self, “Well, let’s see! Oh, yes, I am 
going to Napole tomorrow morning— 
nice long ride of four hours, and I can 
take a nice sleep on the train.’”’ The 
train leaves at 7 o'clock a. m. and gets 
to Napole at 11 a.m. The train has 
now arrived at Napole, and Bill gets 
off the train, rubbing the sleep out of 
his eyes, and decides to walk up to the 
hotel. It costs a quarter to ride in the 
bus, but if he walks and charges the 
company the quarter just the same he 
is just that much ahead, even if he 
might use that time to good advantage 
to call on some customer. 

When he arrives at the hotel he finds 
that it is 11:30—too late, so he thinks, 
to do any work before lunch, so he 


By GEORGE F. BERT 


goes over to the cigar counter and 
shakes the box with Sadie and spends 
about one dollar, for which he gets 
about two cigars. After lunch he pro- 
ceeds to call on Mr.Contractor-Dealer. 
However, this being a town of 10,000 
population, the contractor-dealer 
spends a large percentage of his time 
personally overseeing his wiring jobs 
and getting new business, and he will 
not be in again until 5 o’clock. If Bill 
had telephoned his office when he got 
to the hotel and informed the girl in 
the office that he was in town and 
would call at 1:00 p. m., Mr. Contrac- 
tor-Dealer would have waited to see 
him, but the trouble was that Bill slept 
all the way down to the train and did 
not have his day’s work laid out prop- 
erly. 


He next calls at the electric light 























\. E. Dusseau is back again in his old 
home—Toledo, Ohio—where he has _ ac- 
cepted the position as general manager of 
the Electrical Supply Co., jobbers. If 
Al doesn’t sell something to every dealer 
in Toledo something is wrong. The 
writer of this caption one day saw him 
sell a ventilating fan to the Chinese owner 
of a chop suey parlor—and whoever 
heard of that being done? 


and power company’s office, only te 
find that Mr. Superintendent or man- 
ager is out on the job with his gang 
and won't be in until about 5 o’clock. 
He also would have been glad to make 
an engagement with Bill, say for 3 
p. m. that afternoon, if Bill would 
have called him by telephone at noon 
at his home, or if Bill had called up 
the electric light office as soon as he 
reached the town and asked the young 
lady in the office to tell Mr. Superin- 
tendent that he would like to see him 
if convenient at 3 p. m., and to please 
give this message to him when he came 
in the office before going home for 
lunch, and if the hour set was _ not 
convenient to tell him, and Bill would 
arrange his calls in accordance. 

Next Bill calls on the telephone 
company, and to his disgust he finds 
that his competitor’s salesman, Jim, 
is in the manager’s office, busy taking 
an order. He came down on the same 
morning train that Bill arrived on, 
only his competitive salesman, Jim, 
was wide awake and laying out his 
plans carefully for the day, and as 
far in advance for the week as possi- 
ble. 

He also rode up in the hotel bus 
and called up all of his possible cus- 
tomers in the town and made the prop- 
er engagements. He saw the superin- 
tendent of the electric light plant be- 
fore he went to lunch and secured a 
nice order for pole-line material, and 
he made an engagement with the con- 
tractor-dealer for after dinner that 
evening, and with the manager of the 
telephone company for 1:30 p. m. 

The result is that Bill makes up his 
mind that his competitor’s salesman is 
getting all the business available from 
the telephone company, and he doesn t 
think that the electrical contractor- 
dealer will need much anyhow,—you 
see he never buys much from Bill, and 
on his previous visit to this town he 
secured a small order for pole-line 
material from, the superintendent of 
the electic light company, so it really 
is too much for him to place another 
order, and as there is a train to the 
next town of Defyville, which is 18 
miles away, and a town of 12,000 peo- 
ple, at 2:30 Bill decides that the thing 
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The responsibility 
is up to you 


HI refinements and conveniences 

made possible by modern electrical 
wiring devices should be a part of every 
electrical installation. If the architect or 
electrical contractor has overlooked these 
possibilities it is your duty to suggest 
them. The additional initial cost is noth- 
ing as compared with the ultimate satisfac- 
tion of the user. 
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The wiring devices made by the Arrow 
Klectric Company represent the latest ap- 
proved developments in their field. 















ARROW 
PULL 
SOCKE! This department has been organized to 
With permanently at- furnish a real help to electrical contractors 
tached luminous pend- who may also be asked to provide electrical 
wii “y ear . roi wiring specifications of the most approved 
noval or theft. ala- oa s , = > f tips ac 
log No. 65250-1860, form or who may be in need of practical as- 
sistance and advice on specifications already 

provided by the architect. 


THE ARROW ELECTRIC CO. 
Hartford, Conn. 


Electrical Contractor’s Service Department 








PITTSBURGH CHICAGO SAN FRANCISCO 
BALTIMORE 
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BOSTON NEW YORK SYRACUSE 
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ARROW 
PUSH 
BUTTON 
SWITCH 
With luminous indi- 
cating handle.  Par- 
ticularly adaptable for 
hotels where lighting 
systems are wunfa- 
miliar. Catalog No. 

6820 page 90. 


\RROW 


The complete line of Wiring Devices 
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to do is to jump on that train and beat 
his competitor to this town at least. 

The result is that his competitor 
works calmly and undisturbed in Na- 
pole that evening with Mr. Contractor- 
Dealer, and drives his message home 
and secures a nice order. 

At Defyville Bill doesn’t change his 
tactics, and while he drops in to see 
Mr. Electrical Contractor-Dealer in 
this town as soon as he gets in, it ‘is 
now, however, fifteen minutes of five, 
and he is unable to secure the undivid- 
ed attention of the contractor-dealer, 
because he is thinking of going home 
and having dinner, and Bill is not 
forceful enough and really is only an 
order-taker, and as this same contrac- 
tor-dealer needs a coil of lamp cord 
and 100 socket bushings he gives this 
large order. You know by this time 
Bill looks very much down-hearted, 
and he is seeking sympathy, whether 
Bill knows it or not, but it is written 
plainly all over his face, so Mr. Denby 
gives him this order, which doesn’t 
mean anything, just to cheer him up. 

Bill is not salesman enough to per- 
suade Mr. Denby to spend the evening 
with him at his store, laying plans of 
how he can increase his business, and 
how Bil' can help him. 

On tKe 9 o'clock train in comes Jim, 
the competitor's salesman, and he goes 
right to the hotel and calls up all of 
his customers and secures appoint- 
ments with them for various hours, 
and by so doing loses no time, saves 
himself some useless trips in cases 
where the purchasing agent is out of 
town, and furthermore makes it known 
to them that he is in town, and when 
Bill comes around they are very liable 
to save some of the bread and butter 
orders for Jim. 

Some of the older types of salesmen 
don't seem to realize that we are pass- 
ing into a different era. The old-time 
stuff of a pat on the back and a few 
drinks and being a good fellow, used 
alone, won't get the business nowadays. 
Today we must use our brains; we 
must dust them off and stir them up, 
and do a little thinking once in awhile. 
Good fellowship of course is always 
necessary, but we must back it up with 
something in the way of live sugges- 
tions. It is really the jobbers’ sales- 
men's duty to act as sales managers 
for the contractor-dealer, by livening 
up his mental power and getting him 
more active. He owes this to the elec- 
trical industry from which he is mak- 
ing a livelihood. The electrical indus- 
try is not benefited by order-takers. 


They are like drones in a bee-hive, liv- 
ing off of the efforts of others, and not 
only eat the honey gathered by others, 
‘but, due to the fact that they are fill- 
ing a place which would otherwise be 
filled by somebody who would do these 
things, are tearing down the industry. 

We don’t need just traveling men 
to cover the territory, for if that is all 
that we require we probably could 
have the necktie salesman take on the 
job as a side line and say, ‘““How do 
you do?” and ask if there is anything 
needed, and if it happened to be the 
case mail in the order and send in his 
expense account, 

Furthermore, a man of this type will 
never get any place; he will always be 
an order-taker if his firm doesn’t find 
him out in due time and let him out, 
which leaves him open to get a similar 
job for a few years with another firm. 

There is still lots of room for big 
men on up the line in the electrical in- 
dustry, and those men must come from 
the ranks, so let’s all.of us try and get 
to be one of these big men and leaders. 





Frank H. Stewart Co., Philadel- 
phia, not long ago received a flush 
rotary switch from the Betz building 
of that city, which was sold by them 
to the contractor who wired the build- 
ing when it was erected. There were 
over 200 of these switches, and they 
were the very first flush switches made 
by the Perkins Company, who made 
them as a favor to the Stewart Co. 











All southern jobbers and jobbers’ sales- 
men should “give a good look” to the above 
photo of J. R. Crawford, newly appointed 
general salesmanager of the National Car- 
bon Co. of Cleveland, for he will soon make 
the rounds in the South. We wager you'll 
all like J. R. They say he’s a regular 
fellow. 


A Plan to Sell More Wiring 
Devices 


O stimulate the sale of wiring ma- 

terial and to facilitate contractors 
obtaining housewiring jobs the elec- 
trical department of The Fairbanks 
Co., 2217-2219 Second avenue, Birm- 
ingham, Ala., is putting on what W. H. 
Neville, manager of the department, 
terms a bungalow wiring campaign. 
This campaign is based on a special 
“Bungalow Wiring Package” which 
includes the correct amount of ma 
terial needed in wiring a five-room 
bungalow. 


In carrying on the campaign, Mr. 
Neville mails the following form let- 
ter to the contractors on his list: 


Gentlemen: 

The “BUNGALOW WIRING PACKAGE” 
described on the attached order has been 
made up to help you secure more wiring 
jobs. The material is all that you need to 
completely wire the average _ five-room 
bungalow, packed in a box ready for the 
job. If you purchased this material sep- 
arately it would cost you 50 per cent more 
than the special price at which we Offer it. 

You will agree with us when we say that 
the right way to get business is to go 
after it. Are you going after house wiring 
business aggressively? Are you getting 
your share of the business? 

Now is the time to put on a bungalow 
wiring campaign. We are ready to assist 
you in every possible manner. 

Very truly yours, 
THE FAIRBANKS COMPANY. 
W. H. Neville. 
Encl—1 Manager Electrical Department 
W HNeville/EK 

P. S.—Tape, Solder and Solder Paste are 
included, no charge, with first package or- 
dered. 





With this letter is inclosed the fol- 
lowing order blank: 
The Fairbanks Company, 
2217 Second Ave., 
Birmingham, Ala. 
Gentlemen: 

(eh ei, en “BUNGALOW 
WIRING PACKAGES” No. 1 @ $15.85 each 
net, each package containing the following: 

1—Bell, 150 ft. No. 18 Annunciator Wire, 

1 Push, 2 Dry Batteries 

500 ft. No. 14 S. B. R. C. Solid Wire 
25 ft. Wa” ‘‘“Flextube” 

28 ft. No. 18 G&Y Type C Lamp Cord 
125 ¥;” inch x 3” Tubes 

6 *” inch x 6” Tubes 

10 ¥” inch x 4” Tubes 
75 No. 5% Nailit Knobs 


7 No. 4251—2 Gang N. M. M. Co. Switch 
Box 
1 No. 4151—1 Gang N. M. M. Co. Switch 


Box 
No. 6800 Arrow I. P. P. B. Switches 
No. 6241 Single Switch Plate 
No.6242 Double Switch Plate 
No. 701 2 Pole 125 v. Entrance Switch 
No. 66331 10 amp. 125 v. Plug Fuses 
. A-17 Pendent Cap Key Sockets 
No. 298—2 piece Concealed Rosettes 

si 


“Vo et OO 









The letter and blank are self-ex- 
planatory and it is unnecessary to 
elaborate on them. It looks, however, 
as though this plan should appreciably 
boost the sale of wiring devices for 
jobbers and the number of wiring jobs 
for contractors. 
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Keep Your House 


a Going Concern 





EN divide themselves into two 
groups when sales resistance is 
strong: 


The fearful ones take in all sail, and say by 
their actions that they don’t believe it 
worth while to try very much. They look 
for poor business—and they are apt to 
find what they are looking for. 





The other group does not quit. They do 
not fool themselves with an exaggerated 
optimism, but they remember that even 
when business is slow, there is still a lot of 
supplies being used. And they know that 
the more their competitors run for cyclone 
cellars, the greater will be the share of the 
business for those who go after it actively 
and efficiently. 


Not only does the active man get the lion’s share 
of the business while the “going is hard,” but he 
will forge ahead faster than his unprepared com- 
petitors as business gets better. He will not then 
have to wait to get up steam; he will be going 
already. 


Everything which will help you go after business 
efficiently now will aid you increasingly as condi- 
tions improve. An up-to-date general catalogue is 
the sign of a going concern. It is the greatest 
single aid that a supply jobber can employ to push 
sales efficiently and economically. 


A Donnelley-made general catalogue will keep an 
attractive display room of your whole line in the 
office of each user of supplies in your territory. It 
will multiply your salesmen’s efforts without a 
corresponding outiay for salary and traveling ex- 


pense. F 


The Donnelley catalogue compiling organization 
will enable you to issue a catalogue of proven sales 
producing quality more rapidly, more easily, more 
efficiently, and more economically than you could 
issue a catalogue of equal quality in any other way. 


You cannot wait until the first of the year and then 
get a new catalogue “off the shelf.” Send for a 
Donnelley lay-out man now. 





NY suPPLt 


Gi\wide 
. AgTMENT 


pePARt 


A DONNELLEY CATALOGUE. 


N up-to-date general catalogue 
will say to every buyer in your 
territory : 


“Here’s the proof that we are a 
going concern, and that we expect 
to continue to do busmess with you. 
This general catalogue is the next 
thing to calling at our store person- 
ally. Here are the goods you need 
with the information that you need 
about them, as to sizes, finishes, ete. 
The most important commodity that 
you can secure from a jobber of 
supplies 1s SERVICE, and we fur- 
nish you this catalogue as the means 
of rendering you the greatest serv- 
ice.” 

Such a cataloaue will put new life 
into your sales and renewed confi- 
dence into’ your salesmen. It will 
strengthen your position in the minds 
of the buyers in your territory. 


R. R. Donnelley & Sons Company 


Jobbers’ Catalogue Headquarters 


731 Plymouth Court 


CHICAGO 
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The Fighting Force 


A Smooth Sea Never Made a Skillful Marine, Neither Does Uninterrupted 
Prosperity and Success Qualify for Usefulness and Happiness 


ACK to normalcy, and instead of 
our national dependence upon 
production and the day-laborer, 

we are dependent as never before in 
the history of our industrial develop- 
ment upon the high-powered factor of 
demand through salesmanship. 

The present situation demands that 
the salesman be the shock troops of 
reconstruction, men who are capable 
capable of 
building confidence and radiating en- 
thusiasm. 


of fighting depression, 
This class of men we must 
rely upon for the era of reconstruc- 
tion we are approaching at this time. 
To quote “Anon”: 

“A smooth sea never made a skill- 
ful mariner, neither does uninterrupt- 
ed prosperity and success qualify for 
usefulness and happiness. The storms 
of adversity, like those of the ocean, 
rouse the faculties, and excite the in- 
vention, prudence, skill, and fortitude 
of the voyager. The martyrs of an- 
cient times, in bracing their minds to 
outward calamities, acquired a lofti- 
ness of purpose and a moral heroism 
worth a lifetime of softness and se- 
curity.” 

A little more patience, a little more 
charity for all, a little more enthu- 
siasm and faith in our American busi- 
ness; with less bowing down to the 
past, a silent ignoring of the chronic 
pessimist, a brave forecast of the fu- 
ture with more faith in our fellows, 
and the business world will be ripe 
for a burst of light and life. 


The salesman, the fighter of 1921, 
may well be pointed to Paul of Bibli- 
cal fame as the personification of what 
is demanded in the salesman of today. 
Paul the world’s greatest salesman 
understood men; he was tactful, cour- 
ageous, had sincere convictions, he 
believed he was presenting the right 
thing, and was persistently tenacious 
withal. Paul sold the Athenians to a 
very unpopular idea, the belief in 
one God. But he knew men, he knew 
human nature; and he knew that clear 
thinking takes the false optimism out 
of the “ups”, and the destructive pes- 
simism out of the “downs.” 


By JAMES F. HALL 


We in turn must sell the idea of 
stabilized industry, and sane 
economic conditions, and dependable 
prosperity for all, among the trade 
of our acquaintance. 
men who 


sate 


For, we sales- 
prove ourselves captains 
will not 
only have faith in ourselves but faith 
in our fellows throughout the ranks; 
doubt: either and the our 
reconstruction of business is broken. 
Of course, individually we have varied 


among the “shock troops,” 


moral of 


characteristics and degrees of natural 
capacity and ability, but within our 
natural limitations our successes will 
be measured by the completeness of 
our education and understanding, and 
its thorough application to our daily 
life. 


for all we are worth, and show that 


Hence we must play the game 


we are worth a lot! 














Walter W. Templin, specialty sales 
manager of the Western Electric Com- 
pany, 195 Broadway, New York City, has 
resigned in order to accept the position 
of vice-president with the Manhattan 
Electrical Supply Company. He _ will 
make his headquarters at the executive 
offices of the latter concern, 17 Park 
Place, New York City. Mr. Templin has 
been engaged in sales work for the West- 
ern Electric Company for more than 16 
years and at various periods has repre- 
sented the company in the cities of Chi- 
cago, Detroit, St. Louis and New York. 
In recent years Mr. Tomplin, as_ spe- 
cialty sales manager, has had general di- 
rection of the Western Electric Com- 
pany’s sales of electric appliances. 


When the clouds begin to thicken and 
your heart begins to sicken, 
And you think you're getting worst- 
ed in the game; 
When your hopes have been defeated, 
and your honest efforts cheated, 
And it looks as if your “luck” were 
going lame; 
Seek an instant consultation with old 
“Doc” Determination. ° 
He will fix you up with “Fight on 
just the same!” 


When success is slow arriving, and 

you're sort of tired of striving 
After goals that seem a _ million 
miles away; 

When you have a spell of doubting, 
and old fears your hopes are 
routing, 

When your skies are overcast with 
gloomy grey; 

Mental ills of all descriptions 

Flee before this fine prescription: 

“Fight just the same—with 
courage—once a day!” 
—Selected. 


on 


And now fellows, for those of us 
who are looking for alibis instead of 
for sales, the present conditions sup- 
ply a plenty. But it isn’t alibis that 
will make it necessary for the ship- 
ping department to work overtime. 
It is conscientious effort, an indomit- 
able spirit, a determination to over- 
come impeding obstacles; and by an- 
alyzing conditions I arrived at the 
conclusions enumerated below. Being 
a retail electrical specialty salesman 
of vacuum cleaners and washing ma- 
chines, and in the course of my work 
having built up a perpetual chain of 
prospects through former sales, I 
have been enjoying a demand for my 
machines and demonstrations that has 
made it unnecessary for me to do 


house-to-house canvassing. But, 
all at once the “watchful wait- 
ing” of the buying public hit 
me, and hit me so _ hard _ that 


business fell off completely. People 
were not walking into our salesroom 
and buying machines as of old, so I 


made up my mind that I would 
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We have all been talking a lot about fusing for pro- 
tection—let’s do a little talking about fusing for 
efficiency. 


Buss Renewable Fuses not only give protection but 
they give that protection efficiently. 








Buss Fuses will blow when they ought to—saving 
the circuit and the apparatus on the line. 





Buss Fuses won’t blow unless they ought to—sav- 
ing time and temper, which are vital factors in pro- 
duction today. 





The permanent parts of Buss Renewable Fuses are 
ruggedly made and are practically indestructible, 
either from electrical or mechanical causes. 














Renewals are easily made; there are no complicated 
accessories to misplace or get out of order; the 
assembly comes away clean and goes back smooth- 
ly and efficiently. 
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You can put everything you have on and back of 
Buss Renewable Fuses—they won’t go back on you. 


BUSSMANN MFG. CO. St. Louis, Mo. 
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All Buss Renewable Fuses use The Drop-Out Link, 


interchangeable with other standard makes of renew- 


able fuses. 
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NOW READY! 


THE EMF ELECTRICARy 


A Complete Reference Book of { 











oct 





Comprises a Comprehensive Encyclopedia of the Electrical Industryfiy, 
Dictionary—A Complete, Unbiased Trade Directory of Electrical and Alli ™ 











For the first time in the history of things electrical here is a volume, comprising 
under one cover, the first complete record of the electrical industry. 


lt embodies a classified directory of electrical and re- the cost of the book many times over. Or if 
lated products and their manufacturers; an encyclopedia know the trade name of a product you can quick! 
of current information about each branch of the industry name of the manufacturer. (There are some 5000 
and about all principal applications; and a modern, un- names listed.) Again, you can refer to the entries 
abridged electrical dictionary. This tremendous collec- manufacturer’s name (there are approximately 10,(i() 
tion of vital information is boiled down to essential facts these) and see what products are made, location | 
and is arranged in alphabetical form for instant reference. offices and officers of each company. 

The E M F ELECTRICAL YEAR BOOK is a 1000- or , einai | 
page volume that is indispensable to wie Ae hse This trade information alone characterizes thi 

“a on . ere all 3 ELECTRICAL YEAR BOOK as the greatest 
the industry and to every user of electrical service or F : aw 3 

; . text reference book ever compiled for any indust: 


equipment. : See 7 ga 
a , : : ; ; is the first publication of such information ever attempt ' 
It is not primarily a technical book, yet its technical jn the electrical field. Numerous other industries § 
accuracy will satisfy the engineer and scientist. trade directories or condensed catalogs, but the arrange. 


Particularly for users of electrical equipment, service ment in one continuous alphabetical section of a comple 
and supplies, is this book invaluable. Every single elec- encyclopedia, dictionary and trade directory is absolut, 
trical product is clearly defined and alphabetically listed, unique and without parallel in the publishing field. The ren 
and a complete list of the manufacturers added. This are no confusing sections or cross references. [Every ite: 
listing not only enables you to instantly find the nature, whether a definition, statistics on some field or applicatoy 
or uses, or types of over 3000 separate classes of products, a trade name, manufacturer’s name or what not, Is insert 


but gives you the name and address of every manufac- alphabetically. Thus the E M F ELECTRICAL Y!AggB y, 
turer. Asa time saver alone, this one feature will pay for BOOK is as simple to use as your telephone director) te 


What It Contains 


tives exhaustive statistics on house wiring 


Gives vital facts and figures (including history) Gives accurate engineering and commercial data 3 : ; behege I 
of each branch of the industry, such as central on hundreds of electrical applications, such as electric power and lighting installations in 4 KI 
station, electric railway, telephone, telegraph, industrial electric heating, electric furnaces, cook- office and industrial plants. ieee 
radio, manufacturing, mercantile, etc. ing, welding, electro-chemical processes, motor 

Gives concise analysis of electrical, muni) 


drive, etc. ¢ 
Gives first statistical analysis of electrical mer- state and national codes, electric patents, et 


chandising and contracting conditions. + Gives complete list of all national electrical so- a "e % en, 
’ ; cieties and associations, with information regard- _Gives definitions and references on centra i 
Gives current facts and figures on important ing functions, membership, officers, etc. tion rates and rate schedules. Hi 
developments, such as railroad electrification, a 
hydroelectric development, ship propulsion, radio i : : Gives brief biographical sketches of promi 
telephony and telegraphy, illuminating engineer- Giver & complete list of over 3000 separate and inventors and _ scientists whose names 
distinct electrical and related products with a Sater st | 
ing, etc. i : everyday use. 
practical definition of each and a complete, un- A 


biased list of manufacturers of each. Gives specifications and operating data o 


Gives up-to-date statistics on volume and value 
household electrical appliances. 


of production, also on all utilities and all princi- . : 
P tives complete list of electrical schools and 


pal products, such as motors, generators, lamps, z teat B r 
washing machines, heating devices, etc. colleges, with information about each; also elec- Gives authentic information on products % 
trical libraries, periodicals, etc. electrical manufacturers, st 
Gives authentic modern definitions of several ' 
thousand electrical terms, many never heretofore Gives about 5000 trade names used by electrical Gives such useful information as es 
defined. manufacturers showing products to which trade earnings, number of employees, etc 
names refer. branch of industry. 
Gives information regarding approximately 
10,000 electrical and allied manufacturers with Gives definitions of hundreds of new electrical Gives announcement of all prominen 
names of officers, location of branch and district products never before classified, with information turers regarding their products for con 
offices and principal products made. as to their uses and types. purchasers of electrical supplies and e 
e9 
Qi NK 
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this partial list of contributing editors—men who are acknowledged 


their respective fields. 


EDITORIAL STAFF 


BERNHARD, Editor 


FRANK H 


Associate Editor 
ssistant Editor 


The Men Who Made It 


f the most prominent electrical authorities ever collaborating on a 


stand back of the E M F ELECTRICAL YEAR BOOK 


W. HANSON Editor 


I. JINDRA, 


Assistant 
Assistant Editor 


Contributing Editors 


<, Professor of Physics, Armour 
rechnology, Chicago, Ill.—Mod- 
of Electricity, Magnetism and 

S cts. 

NSKY, Professor of Electrical Engi- 
versity of Wisconsin, Madison, 
teristics of Electric and Mag- 

s and Circuits—Electrical, Mag- 

i Related Units, Measurements and 








ne REEMAN, Professor of Electrical En- 
ng, Armour Institute of Technology, 
cago, Ill.—Generators and Motors. 
Ss C. CALDWELL, Professor of Elec- 
I neering, Ohio State University, 
sert ymbu Ohio—Transformers, Converters 


YhA :ER, Electrical 


cal 





Engineer, The 
immer Mfg. Co., Milwaukee, Wis.— 
Systems, Controllers and Control 


NTISH-RANKIN, Editor, Industrial 
hicago, Ill.—Steam and Other Fuel- 
Eleetrie Power Plants and Their 


EAR, Assistant to the Vice-President, 
nw th Edison Co., Chicago, Ill.— 
mission and Distribution. 





KEILY, Specialist in Public Utility 
ns Chicago, Ill.—Central Station 
jun 
1. etc SeCK, Assistant Chief Engineer, Ohio 
BS Mansfield, Ohio—Development of 
tra! # ne Kailways—Electric Railway Con- 
i t pment. 
: Assistant Engineer, Board of 
rominé Sir Engineers, Chicago Traction, 
ar . uipment of Electric Railway 
iins. 
# 'B, Assistant Engineer, Board of 
a on ovie Engineers, Chicago Traction— 


way Tracks. 

\TTE, Chief Engineer, Electric 
York Central Lines, New York 
Railroad Electrification. 

TH, Consulting Electrical and 
Engineer, Berkeley, Calif.— 
ting and Illuminating Engineer- 


‘WOOD, Publicity Dept., Na- 
Works of General Electric Co., 
o—Lighting Surveys. 


ARTHUR BESSEY SMITH. Electrical Engi- 
neer, Automatic Electric Co., Chicago, Ill.— 
Telephony and Telephone Service. 

DONALD McNICOL, Editor, Telegraph and 
‘Telephone Age, New York City—Land Line 
and Cable Telegraphy. 

Cc. M. JANSKY, JR., Instructor in Radio and 
Transient Electrical Phenomena, University 
of Minnesota, Minneapolis, Minn Radio 
Communication. 

JOS. W. RICHARDS, Professor of Metallurgy, 
Lehigh University, Bethlehem, Pa.; Secre- 
tary, American Electrochemical Society. 

G. A. ROUSH, Associate Professor of Metal- 
lurgy, Lehigh University; Editor of The Min- 
eral Industry. 

A. BUTTS, Assistant Professor of Metallurgy, 
Lehigh University; Assistant Editor of The 
Mineral Industry. 

Joint Contributors on Electrochemistry and 
Electrochemical Products. 

J. A. CORCORAN, Publication Bureau, Gen- 
eral Electric Co., Schenectady, N. Y.—Elec- 
trical Merchandising. 

D. G PILKINGTON, Associate Editor, The 
Jobber’s Salesman, Chicago, I1].—Electrical 
Jobbing. 

MONTFORD MORRISON, Consulting Engi- 
neer, International X-Ray Corp., New York, 
N. Y.—X-Ray and Electrotherapeutic Appa- 
ratus. 

H. A. HORNOR, Consulting Electrical Engi- 
neer, Buckingham Valley, Bucks County, 
Pa.—Marine and Naval Applications of 
Electricity—Electric Welding. 

S. Q. HAYES, Electrical Engineer, Westing- 
house Electric & Mfg. Co., East Pittsburgh, 
Pa.—Switchboards. 

B. E. BLANCHARD, Assistant Secretary, Un- 
derwriters’ Laboratories, Chicago, IIl Wire 
and Wiring Devices—Signals and Signaling 
Devices—Special Electrical Appliances. 

F. E. McCALL, Sales Engineer, Walker Ve 
hicle Co., Chicago, I] Electric Vehicles and 
Trucks. 

M. G. LLOYD, Electrical Engineer, 
Standards, Washington, D 3 
Codes. 

ALBERT SCHEIBLE 
cago, I1l.—Electrical] 
and Copyrights 








Bureau of 
Electrical 


Patent Attorney, Chi- 
Patents, Trade-Marks 


. Jackson Blvd., CHICAGO 


\K \. MERKEL, Secretary and General Manager 


1000 Pages —9 x 12 Inches 
Attractively Bound 


Weighs 6 Pounds 


Price $10.00 


A Remarkable Compilation of 
all Electrical Information — 
Up-to-date and Alphabetically 
Arranged. 


Gives to every man engaged in the in- 
dustry, whether engineer, executive, 
operator, installer, user, merchant or stu- 
dent, a fund of useful and heretofore 
unavailable information on the industry, 
its applications, its products and the 


manufacturers. 
Fill out and mail the coupon TODAY. 





ELECTRICAL TRADE PUBLISHING CO 
53 W. Jackson Boulevard, Chicago 

Gentlemen: 

order for. ivcsiebiaaeeii 

M F ELECTRICAL 

YEAR BOOK (first edition). 


Kindly enter ™ 
. our 
copies of the E 
Price $10. 
Payment will be made upon receipt of 
bill, 


Name 
a1 TLL | Cae ene Sep ENn ee ene Ne engemeT SERE a Eer eS 
Citv and State 

Company 


Occupation 
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“about face” reinstate my intensive 
house-to-house canvassing methods, 
track my buyer to his den, and through 
my determination to fight for the busi- 
ness along these lines, see what my 
plan would actually unfold in the 
way of a revival of business. 

The results far exceeded my anti- 
cipations, as my house-to-house pro- 
gram of selling has produced more 
sales for me, and hence a bigger pay- 
check each week, than my former 
self-satisfied method of waiting for 
“across-the-counter” sales accomp- 
lished. So my conclusion is that 
the situation, which demands that we 
salesmen get to work as “‘the fighters 
of 1921”, will prove not only bene- 
ficial to each of us individually, but 
will prove a splendid corrective mea- 
sure, necessary and admirably adapt- 
able, to the distribution and sales re- 
quirements of the day, I am educat- 
ing the buying-public through these 
forced methods in a way that will 
bring worth-while remuneration to 
myself through their chance to recog- 
nize the utility and intrinsic worth of 
my electrical appliances by the actual 
demonstration of same in their homes; 
this I am accomplishing in my person- 
al contact with the buying-public 
through my campaign of “fighting for 
the business of 1921”. 

Syracuse, N. Y. 





Edison Speaks Timely Words 


Printers’ Ink Publishing Co. sends 
us a peppy sales letter, saying that 
Thomas A. Edison the other day said 
something to the effect of the follow- 
ing: “I have been through five depres- 
They 


This latest one acts ex- 


sions during my business life. 
all act alike. 
actly like all the rest. The men who, 
if business fell off 66 per cent, in- 
creased their selling effort 75 per cent, 
managed to pull through as if there 
were no depression, and the efforts of 
such men tend to shorten the periods 
of depression.” Just suppose every 
jobber’s salesman increased his efforts 
75 per cent, beginning right now. 
Think what the result would be. There 
are many jobber’s salesmen who have 
already done this. They are laughing 
at “business depression” —for they're 
the 5200 

pressed 


we 


fo per 


getting the business. If 
electrical salemen 
their shoulders to the wheel 


cent harder, it might not end business 


jobbers’ 


depression, but would most certainly 
help to “‘tie the can to it.” Go to it, 


boys, show ‘em how it’s done. 


The Value of Persistency 


By P. D. JENNINGS 
Hardwate & Supply Co., Akron 


HE manager of the electrical de- 

partment sat directly across the 
desk from me where I had an oppor- 
tunity to watch him and his methods 
very closely. 

On this particular day he was in a 
rather ill humor and salesmen came 
and went, stating their business and 
being dismissed: with hardly words 
enough to be termed an_ interview. 
Finally, a salesman appeared who 
looked and acted no differently than 
the rest. He was selling electric wash- 
ing machines. 

“Not interested,’ growled the man- 
ager and busied himself with the pa- 
pers on his desk. 

Now a moment or two later the 
salesman should, according to prece- 
dent, have been on his way to the 
door. The fact dawned upon me, how- 
ever, after a little that he was still 
I could not hear all that was 
being said but I noted one important 
fact. The manager appeared to be in- 
terested. And when the salesman left 
he carried an order for five washing 


there. 


machines although I am_ reasonably 
certain this particular machine had 
been almost unknown to the manager 
This hap- 
pened nearly three years ago and I 
still remember that the manager looked 
over to me and remarked, “I wish my 
salesmen had as much knowledge and 


before the salesman called. 


enthusiasm about their goods as that 
man had.” 
Knowledge and enthusiasm are 
right. And coupled to that pers‘stence. 
It is 


past 


a-grand combination. For the 
the has 
come upon me that there is too little 


five years conviction 
persistence among salesmen, astonish- 
ing as that may sound to some buyers 
However, I mean by 

of the 


persistent 


and salesmen. 
that 
There 


right sort. 


persistence 

are salesmen and 
there are pests and my hat is off to 
the salesman who recognizes the bor- 
derline. 

I rather like, also, the story of a 
friend of mine who was having his 
Unknown to 
him one of the dealers on his list had 


first road experience. 


a grievance of some two vears stand- 
ing and previous salesmen, aware of 
the fact, had neglected him for the 
most of the two years. The salesman 
was, therefore, informed in very plain 


words the opinion the dealer held ot 
both him and his house, before he had 
been in the store five minutes. But h: 
was a very persistent salesman and 
this being his: first trip he was some 
what imbued with the idea that sales 
must be made at whatever cost. Th: 
argument finally reached the point 
where the dealer, being a man almost 
a head taller than the salesman, picked 
up his grip and threw it into th 
street. The salesman nothing daunted 
went out and brought it back in. H« 
then informed the dealer he wasn’t 
afraid of the same thing happening to 
him because he relied on the dealer 
being too fair to touch a man so much 
smaller than himself. Also he wa; 
not to blame because his predecessor 
had been such a poor salesman. Thi 
happy conclusion of the affair was 
that the salesman left with an order 
and they dealt happily ever after. 

The electrical manager mentioned 
above had a system he invariably used 
in dealing with salesmen. He com- 
plained as much as possible about 
their products and the business meth 
ods of the factory they represented. 
I fancy many salesmen gave up in 
discouragement, or disgust, after a 
round or two with this buyer. But 
as a rule they fought back and from 
a trivial complaint often developed an 
argument or discussion of benefit to 
both buyer and salesman. After the de 
bate was over the buyer was ahead on 
information, and, I have no doubt, the 
salesman was possessed of arguments 
regarding his product that had never 
occurred to him before. Moreover. 
the buyer was always open to convic- 
tion and when the salesman scored a 
point he admitted it. There are man: 
men of such tendencies as this buyer, 
and only when they have heard the 
evidence both pro and con do they 
make their final decision. 

And so persistence is good, in its 
place. Persistence alone may not sell 
the It must be fortified with 
knowledge and disguised with enthus 
iasm but the salesman who is not 
quite turning the deal would do well 
to ask himself whether, after all, lack 
of persistence may not be the real 
reason for his failure in many an 


line. 


instance. 
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Made, Packed and Priced Espe- 
cially for Jobber Distribution 


The new Beardslee line of artistic moderate- 
priced fixtures for residential lighting has been 
especially designed for jobber distribution and can 
be stocked and sold as easily as any line of package 
goods. 


Each chandelier and bracket of this new line, 
which includes a variety of styles of chande- 
liers, bowls and brackets, is completely assem- 
bled and wired at the factory. Glassware or can- 
dles are included—in fact, everything but the 
lamps. Each chandelier and bowl fixture is 
packed complete in an individual labeled carton, 
while the brackets are packed six to a carton 
Hence, they may be easily stocked and handled 
without breakage or deterioration. Each unit 
goes to the job in the original carton without 
handling finished parts. You'll find this a prof- 
itable line for dealer and jobber. 


Write now for complete information, discounts 
and selling plan. Ask for Catalog C. 


Beardslee Chandelier Mfg. Co. 
218 So. Jefferson St. 
CHICAGO 
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More Than a Ready Salesman 


By A JOBBERS SALESMAN 


HERE’S a lot in being more 
T than ready. Don't give your 
man time to bring his pre-conceived 
notions to bear. It’s the preacher who 
jumps you off your feet and gives you 
a picture of Heaven that his rivals 
never had the courage or enterprise 
to put before the average man who 
makes converts. By the time the 
slow thinker or speaker has got to his 
point his congregation is entrenched 
against him with all the old convic- 
tions that it has taken each one of 
them a lifetime to thrash out as a 
standby and safeguard through this 
vale of tears. 
“Look at you,’ said Whitman. 
“You have opinions on everything’ 
I modestly disclaimed it—‘I don't 
mean I think you think you have for- 
gotten more about the relativity of 
matter than Einstein ever knew or 
that Bernard Shaw’s a Has-Been 
compared with you, but to rub along 
comfortable-like you and everybody 
else have to think something about 
everything. You have to reach that 
stage more or less before you can feel 
you have got grip on things and can 














S. C. (Steve) Mac Neil, treasurer of the 
C. J. Litscher Electric Co., Grand Rapids, 
Mich., acts as though it were hot and it’s 
only 90 degrees in the shade—and Steve 
isn’t in the shade either. Steve said he 
met a salesman the other day that had 
the softest job he ever heard of—he sold 
birdseed for cuckoo clocks. 


carry on with a reasonable amount of 
self-confidence. Now if I was to take 
any subject and start approaching it 
gradually so as to give your ideas time 
to froth up, I should probably come 
up against some pretty solid brick 
walls, some lines of argument with 
which I might not agree, and the need 
for which I should likely enough only 
confirm you in by trying to knock 
them over. That’s why we don’t 
make so much progress as we should. 
People get convictions that it is hope- 
less to try and shake if you give your 
man time to drag them out of his 
memory box instead of putting entire- 
lv new ones before him while his own 
are still lying dormant. 


“One of the secrets of successful 
salesmanship is to try and get your 
story in while the other fellow’s mind 
is a blank. I knew a man who was 
a positive genius at the game. Years 
ago I did a bit of hard thinking and 
tumbled to his method. But I can 
never see it at work without admir- 
ing the way of it, and to some extent 
I am a humble practiser of the art 
myself. And the curious thing is that 
the chap you are selling to will often 
see through vour little wheeze but 
won't resent it because it gives him 
a new sensation and very often gin- 
gers up his mind for the day. 

“Redding—we'll call him Redding 

had his proposition planned out 
and vividly before the mind of his 
quarry in its broad outlines and a 
good many of its details while the 
other chaps were pondering whether 
it would be best to start off with the 
weather or the state of the crops. 
He had it there pat, interesting, 
thought-stimulating, very near a fin- 
ished picture, so that the dealer’s 
mind was cranked up to start from 
that point onward, not from the point, 
very likely hostile to Redding’s prop- 
osition. from which it would have 
started automatically if given the least 
opportunity to function on its habit- 
ual plane. The only thing to do then 
would be to talk out details. I have 
known one of the most unresponsive 
dealers in the country—a man you 
would have thought wild horses 
couldn’t drag from the immediate job 
in hand—in three minutes to be 
launched right in the middle of Red- 


ding’s proposition, with what he had 
got in hand at the time of Redding’s 
call clean forgotten. 

“It is the approach to a man’s mind 
that is so difficult. There are good 
things and good ideas that thousands 
of people would unhesitatingly do or 
take up if only you could get the 
strong case for them inside their 
heads quick enough and_ vividly 
enough. 

“It is the same with selling. You 
have got to have the art to clear your 
man’s mind of his old-established no- 
tions and murder his indifference on 
the instant. You have got to have him 
sitting up and taking notice and his 
mind revolving about your proposal 
in its most attractive form before what 
he has thought, last week or last year 
or ten years ago, about that part of 
his business to which it applies can 
be brought up to confound you. It is 
like an architect showing you a fin- 
ished drawing of the house he is going 
to build for you, with all its details 
thought out down to the shape of the 
front door mat, while another chap 
would be estimating how many tons 
of bricks he would want. I have 
known Redding to be the last of a 








J. M. (Monty) McCleave (on the left), 
well known as a crack electrical supoly 
salesman for the George Worthington Co., 
jobbers of Cleveland, Ohio, is seen dis- 
cussing with Frank Haffner of Pass & 
Seymour, Inc., the possibilities of Frank 
Driscoll’s becoming another Ring W. 
Lardner. You see they've just finished 
reading several of Frank’s mental effu- 
sions in THe. Jopper’s SaresMan. Monty 
is now reposing at his summer home at 
Mentor Headlands where it is not now 
necessary to wear overcoats nor crabby 


p. a.’s. 
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Backed by 
Thirty-two Years’ Experience 





Not many concerns have been in business that “Union” No. 160 2-Gang Box 
“air : long. ‘Those who have survived the storms of 
; s : that many years naturally attract your confi- 

dence. You know there must be genuine merit 

in that which they sell—they must have main- TMT THT 
HE} tained high principles—they must have been 1 A) ar a ii} } 
A “square” toward their customers or they could ; 

not have scored thirty-two years of success. 


“Union” 
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We are naturally proud of our record. That 
just pride makes us jealous of the reputation of 


“Union” No 102 B 
. ~ ” 2-Gane ox 
geen” Ta. 100 


Ti 


— Switch and nd Outlet Boxes | 


Wilh 1 ae It compels us to be careful of that reputation 
MN us —to make sure that every box which leaves our 
plant is worthy of the name “Union” and de- 
serving of our confidence. 

If you want Boxes on which you can absolutely 


depend, insist on seeing the name “Union” stamped 
thereon 


Catalog sent on request. 


CHICAGO FUSE MFG. CO. 


Manufacturers of Switch Boves, Cut-Outs, Fuse Plugs 
Automobile Fuses, Renewable and Non-Renewable 
Enclosed Fuses 


Chicago New York 
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I Like That Fellow 


--He Knows Something! 


The electrical contractor or the 


plant electrician doesn’t expect 
the jobber’s salesman to do his 
wiring jobs for him. He doesn’t 
expect him to figure his conduit 
runs, his riser diagrams, nor the 


score of callers at the end of a day 
and book an order, and that is a 
pretty stiff test. But Redding’s stip- 
ulation, mind you, was that the pro- 
position must be an improvement on 
the old way. Given that, and he 
could pretty well guarantee selling it 


_ to anyone who is in business to make 
two dollars chink where only one 
_chinked before—and that, I take it, 
| is most everybody.” 





Co Operation 


Lawrence W. Davis, field represen- 


tative of the National Contractors’ 
| and Dealers’ Association, in address- 
_ing the Denver electrical contractors 
on how to give the public better serv- 
ice, said: “Co-operation between elec- 
trical contractors, jobbers and distrib- 
utors should do it. Through such a 
combined organization electrical men 
in every branch of the industry are 
given a greater insight into the busi- 
ness and are able to compare their 
problems and arrive at the solutions 


location and sizes of his centers of 
distribution. 


But he does appreciate the sales- 
man who can listen sympathetic- 
ally and answer intelligently 
when he discusses his problems 
and he is looking for help in order 
to make the right decision. 


We don’t expect the jobber’s salesman 
to be an expert electrician and we don’t 
expect that he can give Unilets any 
more of his time than he gives to many 
of the other excellent things he is 
selling. 


which would otherwise be impossible. 
In Detroit, less than five years ago, 
89 contractors and others identified 
with the electrical industry formed an 
organization in that city. Today the 
membership includes practically every 
electrical dealer and contractor, or a 
membership of almost 200. The rea- 
son for the success of the organiza- 


But we can be dead sure of two things: 
One is that the jobber’s salesman will ion Sa Doe as ik eee a 
get a fine idea of the amazing variety operation between contractors, job- 
of things an electrician has to know all |) bers and distributors has resulted. 
about, and the second is the amazing 
variety of ways in which Unilets meet 

every wiring requirement if he 'bers are frankly discussed. The 

gives only a little study now and public has also learned that it is the 


then to a Unilet catalog. sole idea of members of the organ- 
ization to serve them well, and as a 


result electrical work has taken on 
an added stimulus. The industry has 
| not begun to reach its zenith as a 
_ factor in the advancement of science 
and declared that within the next 
five years, hundreds of new electrical 
appliances will have been placed upon 
the American markets which are not 
thought of now.” In contemplating 
what Mr. Davis has stated, I am 
| thinking, says J. B. Dillon, who re- 





Weekly meetings are held and prob- 
lems confronting any and all mem- 





Try it and see how much more 
interesting and useful you can 
be to yourself and your custom- 
ers. If you need any Unilet 
literature write to us about it and 
we will be glad to keep you sup- 

plied. We'll help you to get 
Conduit Clamps and folks to say, “I like that fellow— 
Boxes. “he knows something!” 


APPLETON ELECTRIC COMPANY [| ports the above for us, of the many 


General Offices and Factory: rows that occurred between house- 
1708 Wellington Avenue at Paulina erecting contractors and_ electrical 





Appleton Products 
Include 


“Unilets,"’ Outlet Boxes 
and Covers, Laundry Fit- 
tings, Locknuts and Bush- 
ings, Meter Terminal 
Fittings, Entrance  Fit- 
tings, “Pagrip’’ Metal 
Molding and _ Fittings, 





CHICAGO | contractors, and how easy it is for the 

carpenters, bricklayers, etc., to place 

NEW YORK eg gee oiiiteecianeaaiiaiis | stumbling blocks in the way of the 
55 Barclay Street 917 Pine Street 509 Mission Street | wiremen, and what good results can 








| be obtained by co-operation. 
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Across our macadam drive way, 
where 5-ton motor trucks, the 
iron tired wheels of heavy wag- 
ons, horses, Fords, workmen— 
in fact, traffic of every descrip- 
tion passed and repassed over it. 


After 45 days (and nights) this 
Super-Service Cord was a little 
dusty—that’s all. It stood the 
test because its outer wall is tire 
tread rubber—the same 
tough, resilient material 
that is ‘“‘guaranteed 
6,000 miles” and more. 


We make Super-Serv- 
ice Cord exactly as they 
make cord tires: with a 
strong braid of real cord 
inside—tire tread rub- 
ber compound, and 


ROME WIRE CO., Rome, N. Y. 


NEW YORK, N. Y 





We loft it there AS days 


vulcanized under thousands of 


pounds compression. 


For all portable electric tools 
Super-Service Cord is ideal. It 
will not kink or curl, but lies 
flat on the ground. It can run 
through water or oil puddles 
without harm. It may be pulled 
or tugged at, bent sharply, or 
dragged over crushed stone, 
ashes, dirt, or ‘rough 
boards without harm to 
the outer wall, or dam- 
age to the conductors. 


Have your prospects 
test it with the cord 
they are using. Write 
us at Rome, New York, 
or any address below 
for samples and prices. 


DIAMOND BRANCH, Buffalo, N.Y. 


DETROIT, MICH. 


50 Church St. _ SUPER SERVICE Coro 25 Parsons St. 


CHICAGO, ILL. 
14 E. Jackson Blvd. 








LOS ANGELES, 
CALIF. 

833 San Fernando 
Bldg. 
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How to Help the Lighting Dealer 


chant, success in newspaper advertis- 
ing entails the consistent and regular 
year-in-and-year-out use of space. 
Small space regularly used is better 
than the spasmodic use of large space. 
Start with a bang, if you like; take 
extra space once in a while if you 
wish, but don’t ever let the old engine 
of prestige-building stop or you'll 
have to get out and crank ’er all over 
again. 

When the movie operator begins 
to flash slides advertising lima beans, 
or shoes, or lamps on the screen, the 


Nobody 
wants to look at the darn things, but 


whole house groans to itself. 


they have to be endured. They get 


undivided attention because there is 
iothing else present on which attention 
be 


supremely effective from the advertis- 


can turned. Hence, they are 
ing man’s point of view. 

If the lighting merchant is located 
so that there is a reasonable chance 
that the patrons of a motion picture 
house are likely to buy regularly in his 
vicinity, he can’t afford to overlook the 
advantage of carrying a lantern slide 
at every show at the near-by movie 
theater. 

There's one form of advertising 
which is not in the text books, and yet 
it is the best of all, and, fortunately, it 
may be followed at almost no expendi- 
ture of cash money. 

A while back we referred to the new 
doctor in town and his method of put- 


ting himself on the business map. The 


(Continued from page 8) 


lighting man has exactly the same op- 
portunity. The doctor comes in with 
the knowledge and assurance that he 
is an expert in his line. People accept 
him at his own estimate. Just so, the 
lighting merchant, if he will really 
take the small trouble of learning a 
little something about illumination sci- 
ence, may easily pass muster as a 
lighting expert. The doctor has com- 
petition in his role of medical expert. 
There are other medical experts in 
town. But the lighting man has the 
field all to be 


other lamp and lighting merchants in 


himself. There may 
town, but another lighting expert? 


Nay, not once in ten thousand times ! 


Now, how does one go about it to 
establish such a rep? It’s all done with 
chin music. The candidate gets him- 
helf selected to deliver a lecture on 
lighting before the school children. 
He slips the newspaper editor a little 
story on lighting, which the editor is 
only too glad to print. He gives an- 
other lighting talk before the Lions’ 
Club, at a Rotary dinner cr before the 
brother Elks—and the trick is done. 
People point him out as the only man 
in the world who really knows about 
lighting. He becomes an unique and 
distinguished member of the commu- 
nity, Several grades higher in local 
esteem than a mere wielder of pliers 
and wire or than his competitors who 


do nothing more than pass electrical 



































ities came 


NewspPaPerR Epitor A 


“Hr 


Sums THE 


Littte Story on LiGHuTinG” 


stuff across the counter to waiting cus- 
tomers. 

Does it pay? You answer the ques- 
tion yourself by imagining what man 
these local people think of whenever 
their minds turn to anything connected 
with lighting. 

Every one of these sales and repu- 
tation building ideas here mentioned 
has been tried and successfully carried 
out by some or many lighting mer- 
chants. In addition, there are hun- 
dreds of other similar plans, such as 
prize contests, sales through women in 
church organizations, special drives to 
re-lamp signs, which the jobber’s rep- 
resentative is bound to run across in 
talking with lighting merchants. They 
are well worth transmitting to less 
progressive lighting retailers, and the 
jobber’s salesman is the natural human 
clearing house. 

If the lighting merchant is live 
enough; full of sales ideas and imbued 
with the enthusiasm to put them over, 
slack times mean little in his young 
life. He’s going to move a lot of light- 
ing equipment all the time, good times 
or bad. And right now the jobbers 
salesman sure needs retailers whose 
shelves empty themselves fast. 

The big point to remember in all of 
these suggestions on establishing iden- 
tity, creating reputation and building 
prestige is that many or all of them 
are frequently overlooked by the aver- 
age lighting retailer. Pass along these 
definite building 
hunches. Get them into use to your 


tangible, sales 
own evarlasting profit and glory. 

Like a certain well-known commod- 
itv—“‘they work while you sleep.” 

* * * 

Issue Laundry Data in 
Series of Bulletins 

Six bulletins dealing with the sub- 
ject of home laundering have been 
issued by the American Washing Ma- 
chine Manufacturers’ Association for 
the use of domestic science courses in 
colleges, women’s clubs and extension 
courses. The bulletins deal with re- 
moval of stains, supplies for the home 
laundry, washing cottons, linens, wool- 
ens and silks, machine washing, ironing 
and fhe layout for the equipped home 
laundry. 
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Always Use a Leader 
By EARL H. HAMBLET 

F at the present time one wishes to 
I increase one’s sales, just select, 
ifter very careful judgment some one 
or a few articles that the dealer has 
never made any great effort to sell 
ind carry a sample, with every small 
part of any knowledge, both theoret- 
ical and practical, pertaining to it; 
ilso learn the dealer’s cost, retail 
price and percentage of profit which 
he will enjoy. Sell yourself the idea 
of selling one only to your dealer and 
transmit that idea to him, just make 
him see it your way; but don’t, under 
any consideration make the mistake of 
trying to get him to buy it to sell 
unless you are positive that you could 
stand behind the counter and sell it 
vourself. 

I always make it a practice to carry 
at least one small sample or a full de- 
scriptive circular on some special ar- 
ticle at all times and nine times out 
of a dozen (not ten but out of a dozen, 
which should be considered good) one 
can sell his little specialty after hav- 
ing secured his order for general sup- 
plies. 

Your customer, the dealer, will real- 
lv take an interest in any new venture 
if it is really good and naturally in- 
crease not only his but your sales, also, 
and “It Can Be Done.” 





Washing Machine Makers 
Favor Change in Rating 

The educational department of 
American Washing Machine Manufac- 
turers’ Association is making efforts to 
have the rating of washing machines 
expressed in pounds of clothes, dry 
weight, instead of in number of sheets 
as at present. It is contended by the 
department that the present method 
of rating is misleading, inasmuch as 
sheets do not form a particularly large 
percentage of the average washing and 
the user gets only a very vague idea 
of the true capacity of the machine 
from the term “number of sheets.” 
Another point made by the depart- 
ment is that rating as expressed in 
pounds in clothes will enable the house- 
wife to determine the exact amount of 
water to use with the amount of clothes 
to be washed. This would insure 
proper cleansing of the clothes and 
would eliminate poor washings result- 
ing from too much water in propor- 
tion to clothes and the damage to 
clothes and washer due to overcrowd- 
ng. 




















The Famous 
WALLACE 
Lamp 


Size: 10% inches high 


You can sell lamps 
wherever it gets dark 
‘everywhere 





The 
New 
GREIST 
Lamp 


Size: 13 inches high 





HE famous Wallace Lamp now has a running 

sales mate—the new Greist Lamp. ‘Together 
they cover the field of adjustable lamp sales. The 
Greist Lamp is made in three finishes, Brush 
Brass, Statuary Bronze and Ivory. Inside shades 
are bluish white, except brass shade which is left 
brass. All models are stabilized by weight in 
base. Four rubber bumpers protect surface on 
which it rests. Adjustable by patented joint be- 
tween socket and base and by swivel joint, movable 
shade. Both a hole and hook fastener are pro- 
vided, folding inside base when not in use. Write 
for full information. 


THE GREIST MANUFACTURING COMPANY 
NEW HAVEN, CONN. 
Wallace and Greist Lamps 
















































66 





THE JOBBER’Sf~)SALESMAN 











MISTER 
SALESMAN: 


As far as we know, the complaints against 
Duncan Meters are very few and far between. 
If, perchance, you should hear an unkind word 
uttered against them, you can depend upon its 
source being someone who has never used them. 
To try Duncan Meters in service simply means 
converting the “Doubting Thomases’’; there- 
fore, to successfully spread Duncan Meterism, 
do not be backward about passing out samples 
to the appreciative ones in the crowd. 


Duncan Meters satisfy—and we are the 


Company behind that product. 





Duncan Electric Mfg. Co. 


La Fayette, Indiana 











The Boom That Was a 


Boomerang 


(Continued from page 6) 
thereto, or an interest therein, causes 
directly or indirectly, to be made, pub- 
lished, disseminated, cireulated, or 
placed before the public, in this state, 
in a newspaper or other publication, 
or in the form of a book, notice, hand 
bill, circular, pamphlet or letter, or 
in any other way, an advertisement of 
any sort regarding merchandise, se- 
curities, service, or anything so offered 
to the public, which advertisement 
contains any assertion, representation 
or statement of fact which is untrue, 
or deceptive, shall be guilty of a mis- 
demeanor and on conviction thereof 
shall be punished by a fine of not less 
than ten dollars, or more than one hun- 
dred dollars, or by imprisonment in 
the county jail not exceeding twenty 
days, or by both said fine and im- 
prisonment.” 

“If that law were enforced,” said 
Old Bill, she had _ finished, 
“every cleaner manufacturer, I verily 
believe, would be in jail—and most 
of the jobbers and half the dealers. 

“T wonder what we can do to stop 
these knocks.” 

“I wonder,” said the salesman, gaz- 
ing vacantly at nothing at all. 

“IT wonder,” said Miss Shortskirt— 


and went on chewing gum. 


when 





Appliance Costs Increase 
More Than Price Reductions 

The August issue of “Royal 
Breezes,” published by the P. A. Geier 
Company of Cleveland, makers of the 
Royal electric cleaner, contains an 
analysis of the price conditions by F. J. 
Gottron, in which it is shown that the 
cost of appliance selling has increased 
more than the cost of appliance manu- 
facturing has been reduced. Mr. Got- 
tron suggests that as far as the public 
is concerned the small amount that 
might be saved by customers waiting 
for any reasonable price reduction is 
more than balanced by the time and 
labor lost through continuing wasteful 
methods of house-keeping. Another 
article of interest tells how an electric 
cleaner is used by the T. H. Syming- 
ton Company of Rochester, New York, 
in its foundry to clean fine sand from 
the cement floor in its core room. One 
cleaner does more efficient work than 
employed as 


seven men _ formerly 


sweepers. 
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EVY ELECTRIC Co. 


San Francisco —F. P. Ingel, Jr., Window Trimmer 


Wins First Prize 





WIN-LITE 








[ HEMCO is on Every Twin-Lite } 








Other Prize Winners 


Second—Hamilton Hardware Cor- 
poration, Waterbury, Conn. 
Third—Warner Hardware Compa- 
ny, Minneapolis, Minn. 
Next Five— Childers Electric Co., 
Louisville, Ky. 
Minneapolis General Electric Co., 
Minneapolis, Minn. 
Ridgway Electric Co., 
Freeport, 
L. F. Weather, 
Roswe M. 
Hatfield Electric Co., 
Indianapolis, Ind. 
Next Ten—Wolfe Electric Co., 
Omaha, Neb. 
Morley “saa 
Saginaw, Mich. 
The Killian Co., 
Cedar Rapids, Iowa 
Philadelphia Electric Co., 
Philadelphia, Pa. 
Warder, Clark & Chaplin Co., 
Rochester, N 
Gem City Electric Co., 
juincy, 
Appel-Higley Electric Co., 
Dubuque, Iowa 
Waterloo Electric Supply Co., 
Waterloo, Iowa 
Tri-City Electric Co., 
Davenport, Iowa 
Commonwealth Edison Co., 
Chicago, Ill. 


The Judges 


George Kenneth Moore, 
Advertising Art Director 

J. M, Rodger, Western aeaae 
Electrical Merc 

Harry B. Cohen, 
Advertising Co 


unselor 


MADE OF CONDENSITE 
WILL LAST A LIFE TIME 


” me Ke 
“O's on Every “ 























Contest sateehial to Hundreds 
That HEMCO Twin-Lite Plugs 


Increase Sales and Profits 


HE Twin-Lite window display contest forcibly proved that 
these one-piece, non-breakable plugs are quick sellers and 
that they increase the sales of appliances. 


Almost without exception dealers report big growth in appli- 
ance sales and exceptional volume of plug sales while window dis- 
plays were used. Many of the contestants found that this increase 
in business continued after the display was removed. 


The contest brought many examples of excellent display ability 
—in fact the judges found it very difficult to make their awards. 


Twin-Lites Now Retail at $1.00 


Announcement has already been made of the Twin-Lite price reduction. 
It has met the approval of dealers everywhere. Greater sales than ever are 
now assured. The new price of One Dollar, dealers report, will further 


stimulate appliance sales through the convenience of these handy plugs. 

tach ume you cause a Twin-Lit: winduw and counter dis).ay to be instal! 
vou have made an investment that is sure t> pay you profitabe returns through ia- 
creased sales tothe dealer. 't’saru‘e that rev:r fils. 


GEORGE ‘RICHARDS & COMPANY 


Dept. /», 557 W. Monroe St., Chicago, IIl. 


George Richards & Co., 344 East 40th St., New York City. New England Agents: Pettingell-AndrewsCo., 
Boston, Mass. Pacific Coast Agents: George A. Gray Co., 589 Mission St.. San Francisco. 
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August does not 
mark the passing of 
the fan season. 

The next three 
months are full of 
possibilities of fan 
profits--if you will 
sell exhaust fans. 

Fall is the logi- 
cal Season to in- 
stall them. Doors 
and windows--open 
all Summer--must 
soon be closed. 
Positive ventila- 
tion by exhausters 
will be necessary in 
hundreds of thea- 
tres, stores, halls, 
kitchens, hotels, 
restaurants, clubs 
and homes. 

These prospects 
can be sold venti- 
lation by the con- 
tractor-dealer. 

Remind your 
customers of this. 

Remind them that 
Emerson Exhausters 
are in stock ina 
variety of styles, 
12 to 24-inch, 
meeting any re- 
quirement. 

Bulletins and 
prices (recently 
reduced) will be 
sent to any of your 
customers who are 
interested. Just 
send us a Postal. 


The Emerson 
Electric Mfg. CO. 


St. Louis New York 
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Why Jobbers Should Adver- 
tise 


By B. S. SMITH 
Doubleday-Hill Electric Co. 


OR some time I have been watch- 
EF... with great interest the jobber’s 
attitude on the merchandising of elec- 
trical appliances. A good many job- 
bers expect the impossible of their 
salesmen, but they must cooperate 
more in order to enjoy the business 
which they are constantly pounding 
away for. 

In order to obtain the business it is 
important that they do a certain 
amount of advertising. Stocking 
goods which are not advertised by the 
house carrying them, in my opinion, 
is a bad practice. A good many of 
the jobbers use every effort possible 
through their sales forces, which is 
good in a measure, but I believe the 
jobbers would derive a much greater 
volume of business through combina- 
tion of sales efforts plus “jobbers’ ad- 
vertising’: in other words, keep the 
goods stocked constantly before the 
dealer and the consumer. 

No jobber can depend solely ‘on the 
manufacturers’ help alone: he must 
put forth some effort other than sales 
effort. 
benefit derived from concentrated ef- 
forts of sales and advertising. 

Take, for instance, the jobber tak- 
ing on a new product, say a washing 
machine or ironer. To begin with the 
manufacturer does not at first do a 
tremendous lot of national advertis- 


After doing so he will see the 





ing so it is up to the jobber, if he 
expects real results, to do some ad- 
vertising combined with the efforts of 
the sales force. Should the jobber, 
through the thought of saving a few 
dollars, refuse to advertise he may 
expect a small percentage of business 
—to say nothing of working the sales 
force to death and only getting half 
the business he started out for. 

A good many jobbers throughout 
the country seem to overlook the fact 
that they are not getting a greater 
portion of business which they could 
obtain by advertising their stock. 
Some of the jobbers expect wonderful 
results of their salesmen, not consider- 
ing the which confront 
them. They forget the help that would 
pave the way to bring home “‘More 
Bacon.” ‘Take any business today— 
it can be made small or large depend- 
ing on the thinking of the men behind 


obstacles 


the organization so if the jobbers ex- 
pect their business to be big they must 
do the things that will make it so. 

“The smaller the thought and atti- 
tude toward securing more business, 
the smaller the business.” The job- 
ber’s place of business is no different 
from any other, so he should keep it 
constantly before the public eye. Some 
jobbers seem to feel that because they 
are in the jobbing game advertising is 
not essential. 

I believe the jobbers will eventual- 
lv realize the great advantages of ad- 
vertising and fall in line with the real 
live jobbers that are putting things 
over in a big way. 

















These eleven fighting salesmen of the Northwestern Electric Equipment Co., St. 
Paul, Minn., heard some one down the line say that there would be rewards to fighters 


this year. 
the rewards are handed out. 


So they all lined up to see who could be the first to reach the goal where 
This was last year but these boys are still running—all 


over the Northwest—and if you'll ask their “boss,” H. F. Thomas, president of the 
company, we'll venture to say that he'll tell vou they’re all taking blue ribbons. 
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Benjamin Sockets and Specialties 


for Quick Sales and 





Benco Weather- 


proof Keyless Sock- 
et, with porcelain 
base. Highly insula- 
ted and has threaded 
shell for Type “S” 


Benco Weather- 
proof Pull Socket, 
molded composi- 
tion interior and 
threaded shell for 
holder. 


Quick Profits 


IGHTY per cent of productive 
operation the country over is in 


holder. 





Plug Twin Sock- 
et, for plugging 
in close to the 


1 wall in the 
crowded places. 
Gives two out- 
lets. 


Twin Socket, porce- 
lain lined, rugged 
and substantial for 
doubling up outlets 
anywhere. 





Copper Cap Socket, 
keyless or with 
lever key. Also Outlet Box Fitting, makes easy 
composition socket changing from one size of Type 
for heavy duty. “S” holder or reflector to 
any other. 





Mogul Porcelain 
Socket, with metal 
top, 1500 watts, 660 
volts. In one and 
two-piece types. 
Highly weather- 
proof. 


Benco Mogul Sock- 
et, highly insulated, 
porcelain lined, 
copper cased. 
Screw thread shell 
for shade holders. 








20-Ampere Receptacle, with parallel 
slots. Double spring contacts with extra 
large contact surface. Takes standard 





| & or 20-Ampere cap. 


the small industrial plants of 
the nation. These small industrial 
plants are busy when others are stand- 
ing stiill—they are wearing out and 
buying the fundamental wiring devices 
upon which industrial activity depends. 


Here is the market for distributors, 
contractors and dealers. We cannot 
wait for big orders from a few big 
people. We must get out and hustle 
for a lot of little orders from a lot of 
little people. 


Benjamin Sockets and specialties are special- 
ly adapted for industrial plant purposes for 
both indoor and outdoor service. These 
specialties are moving when everything else 
is standing still. Increase your sales volume 
by increasing the number and range of 
your small industrial plant customers. 


The devices illustrated on this page are only a few 
of a wide choice of well-known and dependable wir- 
ing devices for small industrial plants. Catalog 23 
gives full information with illustrations and sug- 
gestions for installation. Write to our nearest office. 





BENJAMIN ELECTRIC MFG. CO. 


247 W. 17th Street 
New York 


847 W. Jackson Blvd. 
Chicago 


580 Howard Street 
San Francisco 


Fibre Hand Portable, with renew- 








able fibre guard, with movable 
Swivel Attach- fibre hook. 





ment Plag, with 
bushing for ar- 
mored cord. 
Madeespecially to 
withstand rough 
usage in indus- Industrial Signal, direct and alter- 


trial service. nating current. Heavy duty. Non- 
weatherproof and weatherproof. 











GONNA AUT 


BENJAMIN 


MAKERS OF THINGS MORE USEFUL 
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“AMERICAN BRAND® 


WEATHERPROOF WIRE AND CABLES A 
HAS NO EQUAL 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


| VII 


EFFICIENCY 





Good quality is the best 


economy. 
Since no electric circuit is more 
efficient than the conductors 
which link the generating with 
the receiving apparatus, the 
I importance of careful selection 
of wire and cables is obvious. 


We have had twenty-one years’ 
experience in the manufactur- 
ing of weatherproof wire and 
cables and peisistently main- 
tain a SUPERIOR = quality 
both in material and workman- | 
ship. 
As a result “AMERICAN 
BRAND” Weatherproof Wire 
is recognized among discrimi- 








nating buyers as the best. 


Jobbers’ salesmen should 
| send for samples of “Amer- 








ican Brand” wires and con- 
vince themselves. 


| American Insulated 


Wire & Cable Co. 


coerce 
meer 


CHICAGO 




















“AMERICAN BRAND® 


B WEATHERPROOF WIRE AND CABLES | 
HAS NO EQUAL 











Let’s All Be Optimistic 
By E. E. BROOKS 


Post-Glover Electric Co. 


A you with us? Are you opti- 
mistic? Are you thinking and 
preaching good times, or are you sit- 
ting around waiting to see what the 
other fellow is going to do, or hear 
what he is going to preach? If you 
are doing the latter, put on your skid 
chains, for you are going to have some 
hills to climb with some very slippery 
road. We cannot afford to slip or 
stall our engine at this time. No-Siree! 
The hill we are now climbing is too 
steep and dangerous. This is hill No. 
A. D. 1921. The height of this hill 
cannot be accurately measured at this 
time, it can only be guessed at, as 
far as But, 
it’s up to you, Mr. Business Man, to 
make this hill of Business big or 
small, and I believe Optimism is being 
a predominating factor in the ac- 


business is concerned. 


complishment. 

What, Mr. Business Man, is going 
to keep U. S. from being the market 
house of the world? What, if you 
please, have we, the citizens of the 
U.S., accomplished in the way of con- 
struction, or civil development in the 
past two to four years? Are we not 
curselves entering upon the greatest 
period of construction this or any oth- 
er country ever experienced? Do we 
not hold in the palm of our hands a 
large percentage of the riches of the 
world? And are not those riches still 


growing by leaps and bounds, by the 


great demands upon our industries 
from foreign countries, as well as our 
own. Put your shoulder to the wheel 
of your industry, and forget that the 
war is over, forget that there is any 
such a thing as a slump in business. 
Remember that necessity creates de- 
mand, demand creates industry, in- 
dustry creates labor, and labor creates 
capital and that optimism is the thing 
that keeps that capital in circulation. 
It is very true that our battles of 
conflict are over and we have come 
out victorious, for which we are all 
very thankful and all very proud that 
we were able to do our bit and to be 
true Loyal Americans. But what of 
our battles of today? Are we going to 
close our doors of industry, and say: 
“There is not enough demand,’ or 
No, let 
us not be slackers now; let us be that 


“The price will not justify?” 


same prosperous liberty-loving opti- 
mistic people, we were before the 
devil moved to earth, and you will 
see the world turn to us, asking per- 
mission to live. (Made in U. S. A.) 
Radio Manufacturers 
Join Associated Manufacturers 
As a result of the enthusiastic con- 
vention and exhibit of radio manufac- 
turers held in New York City last 
March, a committee of these manufac- 
turers applied for admission to the 
Associated Manufacturers of Electri- 
cal Supplies. Consequently the Radio 
Appliance Section of the association 
has been formed, with D. R. Murdock 
of the William J. Murdock Co., Chel- 


sea, Mass., as its chairman. 

















pl 





Major Ainslee A. Gray, advertising counsel for the Electrical Supply Jobbers’ 
Association, was a popular gentleman at the jobbers’ meeting at Hot Springs, Va., last 
May. Besides advising the jobbers as to how, when and where to advertise in order to 
get the maximum results, A. A. was the official scorekeeper for the ladies in their put- 
ting contest. The other fellows may not have been exactly jealous, but they sure did 
envy him. Major Gray afterwards admitted that he hopes there will be many more 


conventions like this one. (Note to Mrs. Gray: Please do not read or look at picture.) 
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, i ‘HE Josper’s SALESMAN is the only 
_™ publication devoted exclusively to the 
jobber’s salesman—it is your publication. 


_ It is a clearing house, for the exchang- 
ing of ideas and selling helps between 
salesmen. 


We think this live, snappy, interesting, 
helpful magazine is worth $1.00 of any- 
body’s money—don’t you? 


Send your answer on the coupon below. 
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SUBSCRIPTION COUPON 
THE JOBBER’S SALESMAN, 
53 West Jackson Blvd., 
CHICAGO, ILL. 


Please enter my subscription to THE JOBBER’S SALESMAN 
for one year. I am enclosing $1.00 in full payment. (Canadian 
Rate, $2.00.) 
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REG.U S PAT OFF 


Electrical 
Tools 


Honestly made 
Honestly priced 
Honestly advertised 






Sia, 
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Sé H CO. 









253 “Rey Dediv 


National advertising makes them 
easy-eelling tools. 


Send for complete tool catalog 
and trade price list. 


SMITH & HEMENWAY CO., Inc. 


Manufacturers of ‘‘Red Devil’’ 
Electrical Hand Tools 


NEW YORK, N. Y. 


266 BROADWAY, 














|they refused to run. 


George A. McKinlock 


(Continued from page 21) 


amount for the commercial electrician 
under which category comes the elec- 
trical jobber. 

“One very amusing incident, occur- 
ring in the earlier days of the indus- 
try, comes to my mind. A certain 
firm had an order for some dynamos 
but when delivered to the customer 
‘Experts’ were 
puzzled as to what was wrong with 
the machines and it wasn’t until after 
considerable palaver that it was found 
the machines were wound as motors 


instead of generators.” 


This tale of Mr. MecKinlock’s is 


striking evidence of the ignorance-—— 
'even of so-called “experts”—of the 


| eration 


theory of electricity, its practical ‘ap- 


plication and the construction and op- 
of electrical devices in the 
early days of the industry. 

Dr. John MeKinlock, a 
brother of the subject of our sketch, 


younger 


'as mentioned previously, takes great 


pride in telling of the remarkable per- 
and his 


well-known brother. 


sonality characteristics of 

“The most noteworthy character- 
istic of my brother is his innate, well- 
pronounced and firmly-rooted honesty. 
The next best thing about him is his 
unswerving fidelity and application to 
his business and he demands that of 
his employees. 

“If there ever was a self-made man 
He has always been a 
great student. Although of athletic 
build he never participated in athletics 
in his youth; he felt as though ke didn’t 
have time for such things, and yet he 


it is George. 


has always kept himself in good phy- 
sical condition. 

“He has a voracious appetite for 
reading and possesses the unusual 
qual‘ty of being able to retain nearly 
everything he reads. He is considered 
by his intimate friends and associates 
as myriad-minded: his brain is a verita- 
ble storehouse of knowledge. His 
favorite hobby is study and most of 


|his study relates to humanity and the 





| brotherly love of man to man. Every 


day without fail, he devotes one hour 
to reading something worth while. No 
matter what time he arrives home in 
the evening—even though it may be 
2 o'clock in the morning—he sits down 
for his hour at reading something 
worth while.” 


Until his great bereavement in 1918, 
most of his life was centered around 
the future of his only son and child, 
George Alexander McKinlock, Jr., 
who was killed in action in France in 
that year at the age of 24. He had 
trained his son in every department 
of the business, undoubtedly to fit him 
to carry on the work he has so well 
begun. 

Since then, however, he has dedi- 
cated himself to the task of helping 
worthy educational institutions and 
causes in the name of his son. In the 
three weeks preceding the day that 
this is written, Mr. McKinlock donated 
to several institutions one million dol- 
lars, $250,000 of which went to the 
Art Institute of Chicago, $250,000 to 
Northwestern university for the estab- 
lishment of a campus, which the school 
intends naming the Alexander McKin- 
lock, Jr., campus, $300,000 to Har- 
vard university from which school 
George McKinlock, Jr., graduated, 
and $200,000 to St. Mark’s school at 
Southboro, Mass. At Harvard the 
gift will be used to erect a new dormi- 
tory which will be known as the George 
Alexander McKinlock, Jr., dormi- 
tory. 

Mr. McKinlock is a resident of Lake 
Forest, a fashionable suburb to the 
north of Chicago and is a member of 
some of Chicago’s most exclusive clubs, 
among which may be included the Chi- 
cago club, the University club, the 
Saddle and Cycle club, the Onwentsia 
Country club and the old Elm Country 
club. 

He is the personification of success. 
He radiates it and his very poise and 
appearance denotes a man of superior 
intellect and extraordinary business 
ability and commercial instinct. From 
a financial standpoint, as well as in 
other ways, he is one of the most suc- 
cessful men in the electrical jobbing 
field. His own success and what he 
has made of himself attests to the fact 
that there are glorious opportunities 
for electrical jobbers’ salesmen in their 
own immediate field. 

George A. McKinlock is indeed a 
man worth knowing and aspiring elec- 
trical salesmen might well emulate him 
in their climb toward position, wealth 
and happiness. 


te 
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A Lineman’s Life— 


Depends time after time on climbers! That is the 
fact that since 1857 we have kept constantly in 
mind. That is the reason the old-timer demands 
Klein Climbers. You can’t blame him for not 
wanting to take a chance! 


Every single Klein Climber is carefully forged 
from the finest spring steel we can buy—hard- 
ened and tempered under expert supervision and 
subjected to rigid factory tests before sold. 


The gaff itself is made of a special steel, hand 
tempered and tested, and securely riveted to the 
leg iron in such a manner that it will not come 
loose. 


The shape of Klein Climbers, the set of the angle 
and the temper are all the product of years of ex- 


Pliers perience, and designed for safety, ease and com- 
Splicing Clamps ein 


Sleeve © Twisters 

Climbers ; e : 

Tool Belts Protect your outside gangs. Buy Klein Climbers. 
Safety Stra 

Lag Screw Wrenches 

Wire Gri This is No.6 of Klein’s campaign to your 

Tree Trimmers customers. It is getting over! Sales have 

Tool Baes gradually increased in spite of the pessi- 

Charcoal mists! Tell that to the next joy-killer you 
‘Staysalite Torch see—figures don’t lie! 


& Sons 
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MANUFACTURERS 


NEWS 

















J. R. 


has 


Crawrorp, who for many 
and 
general sales manager of the Union 
Carbide Sales Company, has _ been 
appointed general sales manager of 
the National Carbon Company, Inc., 
of Cleveland, a subsidiary of the Union 
Carbide and 
Mr. Crawford is well and favorably 
in- 


years been vice-president 


Carbon Corporation. 
known to many of the jobbing 
dustry and announces that it is his 
intention, in his new work, to carry 
out the same policy which he has con- 
sistently adhered to in the past, of 
co-operating with the jobbers to the 
fullest possible extent. He will shortly 
leave on an extended southern trip, 
the of 
business conditions and forming the 
acquaintance of a number of jobbers 
with whom he has not as yet come 


for purpose investigating 


in personal contact. It is expected 
that his trip will result beneficially 
not to the Carbon 
Company, but to all of the jobbers 
doing business with the National Car- 
Mr. Crawford is a 
firm believer in personal contact with 
the jobbers handling Columbia prod- 


only National 


bon Company. 





ucts and it will be his intention to make 
trips of a similar nature from time to 
time. His friends predict that in his 
new work he will have ample oportun- 
ity to materially increase the popular- 
ity of National Carbon products 
among both the jobber and the con- 
sumer. 


Deira Star Evectric Co., 2433- 
59 Fulton street, Chicago, Ill., has 
just issued bulletin PM-36, describ- 
ing its high tension, outdoor, unit type 
The book is rife 


with illustrations showing the various 


of pole top switches. 
applications of this piece of equipment. 


140 West 
Austin avenue, Chicago, I1l., manu- 
facturers of the 
“Hold-Heet” electric heating appli- 
ances, announces that on September 1, 
it will place on the market a new 
“flopover” toaster which will bear sev- 
eral new and unique advantages in con- 
struction. Wallace L. Fleming, sales 


Russe_u Evectrric Co., 


well-known line of 


manager of the company, states that 
it will continue in its policy of mar- 


keting these products exclusively 











This magnificent new plant of the Ilg Electric Ventilating Co., 2850 North 
Crawford avenue, Chicago, Ill, embodies some new departures in buildings housing 


manufacturing activities. 


The entrance, reception room and staircase is finished 


entirely in terrazzo giving the elegant appearance of a modern bank or palatial 
residence. The factory embodies 100,000 sq. ft. and some 220 people are employed in 


it. 
entertainment. Among these are 
cafeteria, shower baths, etc. 


Every convenience is provided for the employees’ welfare, comfort and even 
included a 


baseball diamond, tennis courts, 






rk 


through the electrical jobber, giving 
every co-operation to the jobber that 
comes under the head of a “strict 
jobber’s policy.” One concrete means 
of co-operation on which the Russell 








Electric Co. lays particular stress, is a 
new plan to place lady demonstrators 
in the stores of large dealers who will 
faithfully work with the jobber in 
pushing the “Hold-Heet” line. The 
Russell Electric Co. was established 
six years ago by T. C. Russell who 
began at that time on the proverbial 
shoe string, and it has grown in this 
length of time, it is claimed, to the 
point where it is ranked as the sixth 
largest manufacturer of electrical ap- 
pliances in the United States. Officials 
of the company tell of a volume of 
business today equal to, if not sur- 
passing, that of 1920 and increasing 
every month. The “Hold-Heet” line 
is being extended to include nearly 
every electrical heating device. One 
of the secrets of the company’s suc- 
cess, says Mr. Fleming, has been its 
firm contention that the customer is 
always right, and in accord with this 
belief to replace, within the guarantee 
period, free of charge, any burnt-out 
elements. On account of unusual pro- 
duction facilities the company says it 
is in a position to offer a quality line 
at an exceptional price advantage. 


Tue Trumsuci Evectric Mre. Co., 
Plainville, Conn., announces that its 
prices on “Circle T” safety switches 
have been materially reduced and rep- 
resent now a saving of from 20 to 40 
per cent over the prices effective before: 
April 1. The last reduction, says the 
company, was on July 28. Prices. on 
safety switches, it is further asserted, 
are now at the 1916 level—in fact, 
within a small per cent of being as low 
as they ever were. “There is no reason 
to believe they will go lower; they are 
more apt to advance than to decline 
when the next change comes.” It is the 
suggestion of The Trumbull Electric 
Mfg. Co. that jobbers’ salesmen and 
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New Electrical Products Illustrated 








“Breezo” is a he pee ventilating fan being manu- 
factured by the Buffalo Forge Co., Buffalo, N. Y. The 
“Breezo,” which has a capacity of 1000 cubic feet of air 
per minute, is built light in weight and designed for 
economy in operation. The motor is said to be of the 
latest type with oversize parts, durable and fool-proof 
construction. A generous amount of cord and a six- 
speed regulator (as illustrated) are furnished as regular 
equipment. The “Breezo” fan shutter is also made a part 
of the equipment when so specified. It consists of a 
sheet iron frame which is fastened to the outside of the 
building by means of four screws. Five aluminum straps, 
hung horizontally on the outside of the fan, close the air 
exit against the elements in inclement weather. When the 
fan is in operation the force of the air makes the leaves 
extend outward, thus forming a clear passage for the air. 
These fans may also be used to furnish draft for hot air 
furnaces. 
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\ new portable lamp. (as illustrated above) has just been 
placed on the market by the Russell & Stoll Co., 17 Vande- 
water street, New York City. The casing entirely surrounds 
the socket and extends along the lamp to a point nearly op- 
posite the base of the filament, thus affording complete pro- 
tection for the socket, as well as guarding the lamp, without 
interfering with the sphere of illumination. 











Ivanhoe-Regent Works of 
General Electric Co., Cleve- 
land, Ohio, has developed two 
new lighting units, which, be- 
cause of the particular inter- 
est at the present time in the 
use of color in display win- 
dows, are being given special 
ittention. These are the 
‘Iris” spot light (above) and 
a window lighting unit which 
consists of a vertical screen 
prismatic glass reflector with 
a simple holder for attaching 
to any type of socket and an 
aluminum cone, which covers the colored glass i dees that 
surround the lamp, and are held by the spring clip end 
of the holder. The glass reflector of the latter unit is 
made exclusively for the Ivanhoe-Regent Works by the 
Holophane Glass Co. Both units are known as “Iris” 
equipment and are described in two folders—‘Ivanhoe 
Iris Equipment for Display Window Lighting’ and 
“Selling with Colored Light.” 








The new C-H 9604 automatic starter for small a-c. squirrel- 
cage motors, developed by The Cutler-Hammer Mfg. Co. of 
Milwaukee and New York, is of the three-pole contactor type, 
arranged for use with a push button station, supplied with it. 
The closing and opening of the circuit to the motor is governed 
by the push button station which may be installed at a point 
convenient for the operator. Below the contact fingers, as 
shown in the illustration, the new type C-H mercury overload 
relays are mounted. The thermal element is in series with the 
motor circuit, and the mercury column is a part of the pilot 
circuit of the magnet switch coil. These relays widen the ap- 
plication of motors of this widelv used type because while giving 
positive protection against burn out troubles, they insure good 
starting torque by permitting generous starting current for a 
period of several seconds. 
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American ere Works, Long Island City, N. Y., an- 
nounces “the new Eveready spotlight—with the 300-foot range,” 
capable, it is said, of throwing brighter light a longer distance 
than ever before possible with a flashlight. This spotlight, says i 
the maker, has many new and exclusive features, including a } 
focusing device, a special end-cap container holding two extra 
lamps for emergency use, and a shock-absorber to prevent 
breakage of lamp if flashlight is accidentally jarred or dropped. 
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AJAX 
Plural Socket Plug 


The latest improvement 


contractors avail themselves of the 
present opportunity (factories running 
on short schedule) to replace open 
knife switches with safety switches and 
to advise industrials that other repairs 
he made. Most industrial plants, after 
running at war time clip, have need for 
replacement of much electrical equip- 
ment and safety switches constitute a 
big item in this respect. 


N othing desirable forgotten 


A. F. Zacuer has resigned, effective 
at once, as district manager of the 
Buffalo office of Economy Fuse & 
Mfg. Co., home office and factory, Chi- 
cago, U. S. A. 


NOW 
$1.00 


List 


Write 
for 
discounts 


INH 





ANTHONY Wayne Lamp Co., 1016 
Savilla avenue, Fort Wayne, Ind., has 
published a leaflet entitled, “A Little 
Light on the Profit Question” and 
describing the company’s new electric 
taper or candle lamp which has the 


Heat resisting composition. 

Leaves lamp in original position. 

Allows use of regular W. P. Socket Shade Holder. 
appearance of a burning, white wax 
candle. This candle lamp is one inch 
in diameter and 6% inches high, 
medium screw base. It fits any ordi- 


Ajax Electric Specialty Co., Mfrs. 


Saint Louis, Missouri 


A TQ 


District Sales Represe vo. 


A. Hall Berry Bennett Co. eae Des : a a: 

1-73 Murray St.. NEW YORK 112 W. hae St., CHICAGO nary light socket as well as cande- 
Walter Ehman H. Alex Hibbard, Inc., labra or fixture. and is made for use 

421 Hall Bldg., KANSAS CITY E. & C. Bldg, DENVER ’ ¥ e for ust 


on 100 to 130-volt circuits; also 28 
to 32-volt for farm lighting plants. 
It is also made in miniature with base 
proportionate. 


United Supply Co., 529 S. Ervay St., DALLAS, TEXAS 
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S. R. Frauick & Co., 15 South 





Clinton street, Chicago., Ill., has just 
The published a new loose-leaf catalog 
known as Catalog No. 21 and dwel 
best ling upon the company’s line of 


Kwikon conduit fittings and wiring 


electric devices. The catalog is made up of 


various bulletins each treating upon 


iron a separate line of devices. 
° App-A-Set No. 8-80 is the new 
being eight-light Xmas Tree lighting outfit. 
d put on the market by the Peerless 
made Light Company of Chicago, New York 
and San Francisco. Add-A-Set will 
today prove a boon in many ways to the 
jobber and dealer, says the manufac- 
turer, and will create a big demand on 
the part of the customers. First of all, 
it eliminates the unsatisfactory 16, 24 


u bea; and 32-light sets. It does away with 
C the jobber and dealer carrying over 


Quality Hand ron these expensive sets to another season. 


















The jobber and dealer simply stock 
Add-A-Set eight-light units, which can 
be built up to any size, from eight to 
80, by adding Add-A-Set eight-light 
CHICAGO FLEXIBLE SHAFT COMPANY units. The arrangement is so simple, 


5618 Roosevelt Road, Chicago, Iil. further states the Peerless Light Co., 
30 Years Making Quality Products that any child can build up Add-A-Set 


Costs more to produce than any other iron, and it gives a 
service accordingly—it is beautiful beyond description. 
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inits by merely screwing the plug of 
me set into the socket of another. If 
in extra-bright light is desired on a 
tree, a standard bulb can be inserted 
in the end socket. Add-A-Set is simple 
in construction, consisting of a Stuart 
plug and Peerless patent socket, con- 
nected to the eight composition husks 
with green silk cord. The latest type 
if semi-flame Mazda lamp in red, 
white, blue, green and yellow is in- 
cluded in each set. The holly display 
carton is said to be not only attractive 
but compactly devised to conserve 
space for the dealer during the holiday 


rush. 


THe AmericAN Wiremovp Co. of 
Hartford, Conn., and the Thomas & 
Betts Co. of New York City have 
mailed the following announcement to 
the trade: “Believing it to be to the 
mutual advantage of our respective 
companies, we jointly beg to announce 


to the trade that on August 1, 1921, 


The American Wiremold Co. will open 


their own office at 71 West 23rd street, 


New York City, under the direction of 
Mr. C. W. Abbott, vice-president and 


general sales manager. 


Street City Evectric Co., 1207- 
1219 Columbus avenue, Pittsburgh, 
is circulating its new catalog, No. 33, 
deseribing its broad line of conduit 
fittings, outlet boxes, ‘“Wirelets,” 
“Fullman”’ floor boxes, insulator sup- 
ports, clamps, etc. Contained in the 
book are numerous illustrations of 
large buildings in which Steel City 
products are installed. Among other 
things the company calls attention to 
the cut of its plant which shows a 
three-story addition and the elimina- 
tion of. certain outlet boxes and covers 
in accordance with the recommenda- 
tions of the standardization committee 
of the Associated Manufacturers of 
Kiectrical Supplies. 


Orro J. Hora is president, and 
treasurer and Frank Posvic, secretary, 
of the recently organized Czecho-Slo- 
vak Fixture-Glass and Specialty Co., 
1446-50 South Crawford avenue, Chi- 
cago, Ill. The firm was founded for 
the purpose of importing glassware 
for electric chandeliers, prisms of all 
kinds, bead fringe for domes, wood 
push buttons and other electrical spe- 
cialties. The new company has estab- 
lished a policy of selling through job- 
bers only. Mr. Hora has just returned 





Why NotSend For Your Copy? 


We're waiting to hear from all you salesmen and 
sales managers because we have a new Bulletin 
No. | which has lots of information that will help 
you get some good business. 


“Glass Insulators for Power Lines” 


is its name and it’s written so you can under- 
stand every word. It will give you a new line 
of attack and help you land some business in 
glass insulators up to 33,000 volts. 


Drop us aline. We'll send 
enough copies to go around 


Hemingray Glass Company 


Offices and Factories 
Muncie - Indiana 


Manufacturers of Glass Insulators since 1863 












MINERALLAC FLECTRIC COMPANY 
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Galvanized. 
Standard pack- 
ages of 100 and 
500. 


a Pr 
lo fit pipe sizes, 
1g to 1% inches. 





Strong, Light—Inexpensive. 
Only one hole to bore. 


SOLD THROUGH THE JOBBER 


DISTRIBUTING AGENCIES: 






















Sharkey & Stivers - . - 2 Columbus Circle, New York 
A. D. Fishel Co. - - - Illuminating Bldg., Cleveland, O. 
J. T. Pearson Co. - Dime Savings Bank Bldg., Detroit, Mich. 
White & Converse - Metropolitan Life Bldg., Minneapolis, Minn. 
A. F. Douglas - . - - 325 Yesler Way, Seattle, Wash. 





MINERALLAC FLECTRIC COMPANY 











Chicago, IIl. 





1045 Washington Blvd. 
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x | For 
a Exposed Work 


Semi-Flush Switch-Box 


One of 350 Varieties 


\nother good Municipal Leade: 
Single to six-gang; hot process 
galvanized ; no lock nuts or bush 


ings re quired. 


FANCLEVE SPECIALTY CO. 


J. Leonard Gleason, Pres. and Treas. 
Patentees and Manufacturers 
of “Fancleve” Fittings for Rigid and 
Flexible Conduits, Armored Cables ; 
Wood and Metal Moldings 
3 Washington St. Boston, Mass. 














IT’S PERFECT! 


Note the new way of assembling 


The BULLDOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Macomb, IIl. 























to Chicago from an extensive trip 
through France, Switzerland, Austria, 
Germany, Czecho-Slovakia and Eng- 
land, where he established connections 
with and arranged to finance some of 
the largest manufacturers of alabaster 
glassware in these countries. The 
Czecho-Slovak Fixture-Glass and Spe- 
cialty Co. will handle the famous Bo- 
hemian glassware and also an exten- 
sive line of imported, hand-painted, 
glass, boudoir lamps. Before becoming 
head of this new concern Mr. Hora 
was well known as a representative in 
Chicago for the Illinois Electric Co. 
and the Manhattan Electrical Supply 
Co., both electrical supply jobbers in 
that city. 


TRIANGLE Conpuir Co., INnc., 50 
Columbia Heights, Brooklyn, N. Y., 
announces that Thomas H. Bibber has 
been appointed general manager of the 
company’s with 
headquarters at 1965 West Pershing 
road. Mr. Bibber will continue to han- 
dle the production and sale of Tri-Cord 
in addition to his new duties. 


western business, 


H. F. Gremmert was recently ap- 
pointed advertising manager for the 
Buffalo Forge Co., of Buffalo, N. Y., 
manufacturers of “Breezo” ventilating 
and exhaust fans. He has been with 
the company for three years as me- 
chanical engineer. His work from now 
on, however, will be confined to adver- 
tising and sales, coupled with such 
engineering investigations as will have 
a definite relation to advertising. Mr. 


Gremme] is a graduate of the Stevens | 


Institute of Technology, class of 1913. 


BrearDsLEE CHANDELIER Mra. Co., 
216-220 South Jefferson street, Chi- 
cago, has devised a novel scheme for 
assisting its dealers in rendering their 
customers the best of service in select- 
ing suitable fixtures. It often happens 
that a prospective customer for light- 
ing fixtures is not willing to make a se- 
lection from a catalog or other illustra- 
tions. To relieve this situation, the 
Beardslee company furnishes its deal- 
ers with introduction cards. The dealer 
gives this introduction card to the 
prospect when he desires to go to the 
factory to select fixtures. Then on the 
back of the card is.a map of the down- 
town district of Chicago, showing the 
customer the shortest and most con- 
venient route to the Beardslee show- 
rooms. Dealers are also furnished with 





A New Revelation 


in Transformers 
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HE “Golden” bell-ringing 

transformer undersells most 
of the other bell ringers on the 
market. It is simple yet sub- 
stantially built. Small in size, 
yet a giant in power. Has a 
thoroughly insulated shell which 
eliminates porcelain and fibre 
bushings. Equipped with extra 
long leads. Built for one, two or 
three voltages. Selling the 
“Golden” means a good profit 
for you. 





Write for samples and 
liberal discounts. 


Golden & Co. 


15 E. Van Buren St. 
CHICAGO, ILL. 

















ye HIS TIME; saves yours. 


Eliminates cleaning pipe ends 


and couplings; sells quicker, easier, 
better. 





reaches the job ready to install; 
patented Thread Protector means 
more profit on every job. Your 
trade knows Pittsburgh Standard. 


Enameled Metals Co. 


PITTSBURGH, PA. 
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What Peerless 


Fans Can Do 


Render comfort on a hot 
day. 


Dry milady’s hair. 


Exhaust hot air from a 
room. 


Dry clothes and dishes. 


Keep candy from melting 
in a show window. 


Keep the flies off goods in 
grocery stores. 


Help bring trade to retail 
stores in summer, espe- 
cially soda fountains. 


Keep baby asleep on a hot 
night. 

—and any number of 
other things. 


Tell your dealers tokeep 
these things before the 
public eye—it will help 
both them and you to 
sell more Peerless Fans. 


The Peerless Electric Co. 
Warren, Ohio 







self-addressed post cards, on which 
they notify the Beardslee company the 
name of the prospect who is coming 
and details of the prospect’s plans. 
This form of service should be a dis- 
tinct help to dealer, jobber, manufac- 
turer and consumer alike. 


Conover Mre. Co., Chicago, IIL., 
manufacturer of electric dish washers, 
announces the removal of its offices and 








factory to 331 West Ohio street, that | 
city. | 
| 
SmitrH & McCrorken, Inc., for-| 
merly at 407-409 East 18th street, | 
New York City, announces that its of- | 
fices in the future will be located at 67 | 
Engert avenue, and its warehouse at | 
43-53 Eckford street, Brooklyn, N. Y. | 
The Smith & McCrorken company dis- | 
tributes zinc nails and tin plate, sheet | 
lead, solder and other metal products. 


Wituiam F. Crarke has just been | 
appointed district representative in the 
Metropolitan district of New York 
City for the M. W. Dunton Co., Prov-| 
idence, R. I., manufacturers of the | 
Nokorode line of soldering materials. 
Mr. Clarke announces that in his new 
capacity he will endeavor to serve his 
many friends in the trade equally as 
well as he did in his former connec- 
tion with the Square D Co. of Detroit. 


A New Nine-Cup ALuminumM Per- 
COLATOR, made by the Waage Electric 
Company of Chicago, is being pro- 
duced just in time, says the maker, 
to supply an excellent “Holiday Spe- 
cial’”’ as well as a long felt demand 
for an attractive, practical and effi- 
cient percolator at a popular price, as 
thousands of people who have been 
contemplating the advantage and con- 
venience of delicious electrically made 
coffee have found prices of percolators 
to be beyond their reach. Consider- 
able unnecesary production expense 
and complicated mechanism have been 
eliminated, the Waage company fur- 
ther stipulates, by adapting a simple 
construction principle to the heating 
apparatus. By means of pressure and 
heat storage plates the bottom of the 
percolator is fully protected and suffi- 
cient heat is accumulated so that the 
plug can be disconnected within three 
or four minutes after percolation has 
started and heat storage plate will 
continue percolation automatically for 











several minutes. The heating element 


Dangerous 
Work 
Done 
With 
Safety 


Not a chance for a 


mishap—no fear of a tl | 


an accident 
lineman and 


eten S 


to the 
perfect 


satisfaction to your 


customers if y 
ply them with 


ou sup- 


BUHRKE 
Safety Belts and Straps 


None but t 
“steer” hides 


he best selected 
are used in their 


construction—all hardware is 


thoroughly 


tested and spe- 


cially made for the purpose—no 
defects — protection absolute 
and sure. 





BUHRKE SAFETY BELT 





BUHRKE SAFETY STRAP 


Made by the 


only specialists in 


leather goods for Electrical 


workers 


in the U.S.A. 


R.H. Bubrke Co. 


(Established 1877) 


1238-1250 Fullerton Ave., Chicago 


“The Hou 


se of Quality” 


BELTS BAGS STRAPS 
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BRUNT 
uatity PORCELAIN 








Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 



































THE BETTER KIND 
of CARBON LAMPS 


Large Regular Types. Candelabra 
and Special Types fitted with 
Candelabra, Miniature and Bayo- 
net bases, 





Wholesalers of all types of Tung- 
sten and Nitrogen Lamps. 


Immediate Delivery 
Send for our Liberal Discounts 


Anthony Wayne Lamp Co. 
A. C. Mannweiler, Mgr. 
1016 Savilla Ave. 

Fort Wayne, Ind. 


is guaranteed for one year. The per- 
colator is made in colonial panel de- 
sign of best aluminum, ebonized han- 
dle and feet, wattage 440, capacity 
nine cups. 


H. B. Parke anv J. A. Jaques have 
opened a sales office in Pittsburgh, 
where they will act as manufacturers’ 
representatives. Both have had 18 
years’ experience in the electrical busi- 
ness, a greater portion of which time 
was spent in the jobbing business—the 
balance with manufacturers. At the 
present time Parke and Jaques repre- 
sent Stanley & Patterson, Efficiency 
Electric Co., Yale Battery Co., Tri- 
angle Conduit Co., and handle the Aus- 
tin line of conduit fittings and wiring 
devices. 


Tue Masestic Evectric Mrg. Co., 
St. Louis, Mo., makers of plug cut-outs 
and wiring devices, has recently added 
several new items to its line. The com- 
pany is in a position to meet any re- 
quirements in its line and points out 
that its location enables it to give par- 
ticularly prompt service. The Majes- 
tic line is well known among jobbers. 


H. G. Anscuvuetz, formerly assist- 
ant sales manager of the Manhattan 
Electrical Supply Co., New York City, 
has resigned his position with that 
company and has joined the organiza- 
tion of Paul M. Marko & Co., Inc., 
manufacturers of storage batteries. 
Mr. Anschuetz will fill the position of 
sales manager and will be located 
at the main office and factory, 1402- 
1412 Atlantic avenue, Brooklyn, N. Y. 


A New Leartet recently published 
by the F. W. Wakefield Brass Com- 
pany of Vermilion, Ohio, explains the 
various “Red Spot” lines of spotlights 
manufactured by them. The feature of 
the most recent model is the Wakefield 
“silver lining’ or inner shell, silvered 
and highly polished, which cannot tar- 
nish from seepage, nor easily dent in 
service. 


Tue Agax Exvectric Speciatty Co., 
St. Louis, Mo., announces the appoint- 
ment of the following well-known con- 
cerns through which it will be repre- 
sented: I. A. Bennett Co., Chicago, 
district sales representatives for IIli- 
nois, Indiana, Wisconsin, western 
Michigan, Minnesota and North and 

















South Dakota; A. Hall Berry, 73 Mur- 








“CENTRAL” 
Rigid Steel 


CONDUITS 


288200 OP oy”! nC ee aE 





Illustration shows a piece of 
Y% inch “Central Black” 
wound around 3 inch pipe. 
There is no buckling or flat- 
tening of the pipe and the 
enamel has not cracked or 
flaked off. Our special heat 
treatment gives this remark- 
able ductility. 


‘Central White” 
(Galvanized ) 


‘*Central Black’ 
(Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 

















Every Business 


of consequence ought to have proper card 
REPRESENTATION. 


WIGGINS 


Peerless Patent Book Form Cards 


are used by many of America’s 

largest card users—supPeriority 
of engraving and the 

convenience of the book 

form style ex- 
plains why. 

Send for tab 
‘imen 







eral excellence 


The John B. Wiggins Company 
Established 1857 
Engravers Plate Makers Die Embossers 


1108 S. Wabash Ave. 
705 Peoples Gas Bldg. CHICAGO 














Sign 


Subscription 
Coupon 
Page 71 
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PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 











Would YOU buy a SECOND-HAND 

CTRIC MOTOR at ANY price? 

you KNEW it to be as good as new? 

Wire us your inquiries. 
Second-hand Electric 
Motors Bought, Sold and 


IEGORY, Exchanged. 
CHICAGO, 


HLUNOIS In business since 1893. 
* 16th and Lincoln Streets Chicago, Ill. 

















ARMATURE SLOT WEDGES 
Made of Hard Maple 


i aa ae 
LOE: fm 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 
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' New Jersey. 


| ray street, New York City, for New 


England-states, New York and Penn- 
sylvania; H. Alex Hibbard, Denver, 
Colo., for Denver and contingent terri- 
tory, and the United Supply Co. of 
Dallas, Texas, for Texas and Okla- 
homa. 


Duncan Etectrric Mre. Co., La- 
fayette, Ind., announces that the J. W. 
Murphy Co., 108 North 
street, Chicago, has been appointed its 
district sales representative for the 


| Chicago territory. 


Kearton & NaGue, 71 West 23rd 
street, New York City, has been ap- 
pointed district sales representative 
for the Steel City Electric Co. of Pitts- 
burgh, in the metropolitan district, 
York City and Newark, N. J. 


“For Severat Years Past the elec- 
trical jobbers have repeatedly request- 
ed the manufacturers to substitute for 
the old plan of list prices and discount 
the much-discussed net price idea. The 


advantages of this plan from the stand- 


point of both jobbers and contractors 
in the way of eliminating mistakes, 
simplifying quotations, etc., are almost 
too numerous to mention but as it has 
been a little less convenient for the 
manufacturer, no manufacturer has 
seemed to have adopted it. It has 


_ seemed to us for some time, however,” 


says C. W. Abbott, vice-president of 
The American Wiremold Co., Hart- 
ford, Conn., “‘that, in view of some of 
the lessons in efficiency which we all 
learned during the war, it was only a 
matter of time before the manufactur- 
ers would have to yield to the con- 
tractors’ and jobbers’ demand for eco- 
nomic and other reasons and we, there- 


La Salle | 


fore, decided to do a little pioneering | 


and have issued new price sheets for 
contractors and jobbers, showing net 
prices in standard packages, unit pack- 
ages and less than unit packages.” 
This covers The American Wiremold 
Company’s well-known line of ““Wire- 
mold” and fittings. 

Asax Execrric Speciatty Co., 
1011 Market street, St. Louis, Mo., an- 
nounces the appointment of A. Hall 
Berry, 71-73 Murray street, New 
York City, as district sales represent- 


ative in the following territory: Penn- | 


sylvania, New York, Maryland, Dis- 
trict of Columbia, Connecticut, Rhode 
Island, Massachusetts, Vermont, New 
Delaware and 


Hampshire, Maine, 





AMERICAN LINE , 
MATERIALS CO. / 


CROSSARMS 


| THAT LAST 
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if Successor to \ 
/AMERICAN CROSS- \ 
ARM COMPANY ¥ 





CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 








Cedar Poles 


Butt Treating 
Open Tank Process 
~The Valentine-Clark Co. 

Spokane, Wash. 


Minneapolis Chicago Teledo 




















POLES — 


NATIONAL POLE CO. 


Escanaba, Mich. 

2844 Summit St., 
Toledo, O. 

Rialto Bldg., 


San Francisco, Calif. 


220 Broadway, 
New York 
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Take the Path of Least Resistance 


“T & B” Fittings Are Well Known, Well Advertised and Easy to Sell 


Our New Catalogue No. 27 Shows Many Others 





“Squeeze” Connector 
q Chase Nipple 


5 Conduit Reducer 








Adjustable Conduit Hanger 





Malleable Pipe Strap 


1250 Conduit Enlarger 
Lakin Hickey 


SUT 


These fittings constitute only a small part 
of the famous “T & B” line of conduit 
fittings. Every jobber’s salesman should 
carry in his pocket or price book one of 


our pamphlets containing information and 





illustrations on the complete line. Once 


Tee with Brass Floor 
Coupling 


a" e P “Bulb” 
you have it in your possession, you will 


find it indispensable when helping the 
contractor “dope out’? the material he 
needs for his wiring jobs. Just drop us a 
request at once and we'll send you a copy 


by return mail. 
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_ Split Elbow 
UT . 








Shutter No. 549 


Pat. Apr. 1-13 
Note the splendid finger grip, 
and collar around base to 
close hole in box. 





Bushed Elbow with Brass Floor 
Coupling 





Box with 
Attached 


COMPANY, NEW YORK CITY 


Cable “Shutter” 


Split Tee 


“Erickson” Coupling 


No. 524151 


THOMAS & BETTS 





























WASHES 


WRINGS 


hundyess 


IRONS 


Elechic 
@ 





What other natlonally-featured appliance — includes electric washers at $100, $125, $135. $150, $155 and $170, with electric ironers at 
$138—to be operated by the washers—or at Pan y rosy motor as does the A B ©? What other line is more soundly backed? What other line has 
had as many years of success in the industry re not these strong reasons why your dealers should sell the complete A B C line? 


Don’t Let the Summer Slump 


Hit Your Sales 


HERE is no reason on earth why 
dealers should let up on pushing 
sales of appliances in summer. 

It is simply a habit, a tradition. 


Everyone knows that washings double 
in size in hot weather. And that it’s 
twice as hard work to do them under a 
sizzling sun. 


There you have four times as favorable 
conditions to sell washers and ironers as 
at any other time of the year. And yet 
dealers lay down on the job! 


Prod ’em into keeping active this sum- 
mer! They haven’t made any too much 
money so far this year. They haven't 
any surplus to justify their dozing until 
September. Remind them of this, point 
out their opportunities, and keep them 
working. 


You may hear the excuse, “Oh, they’re 
all away on vacations.” 

That's exaggeration. Never is more 
than one family out of five away at the 
same time. The other four are plenty 
to work upon. 

Why do people take vacations’ ‘To rest 
up, naturally. What a chance to talk to 
the woman on her return, to tell her not 
to pitch in and wear off all the good she 
got out of her vacation by doing heavy 
summer washes! 

Keep your dealers pepped up and hard 
at it all this summer! 

Don't let the summer slump hit your 
sales. 

Let the other fellow’s dealers do the 
slumber act. That gives your dealers all 
the more opportunity for wide awake 
selling. 


ALTORFER BROS. COMPANY 


PEORIA, 
NEW YORK 


ILLINOIS 
SAN FRANCISC 


BRANTFORD, ONT. 


























HE engineer who writes “‘R & M” in his motor specifications is 

insuring permanent service satisfaction for his client and building 
gcod will for his own organization and that of the distributor who 
supplies the motors. He is also practicing real economy for R & M 
motors are so rated that they can be selected on the basis of normal 
power demand with assurance that they will easily handle the over- 
loads of peak demand. No machine need be overmotored when 


R & M Motors are used. 


The jobber’s salesman who sells R & M motors finds it greatly to his 
advantage to keep in touch with the consulting engineers in his terri- 
tory. These keen judges of motors are always appreciative of 
R & M motor performance, and their support always means easy 
sales for the motor distributor. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO — BRANTFORD, ONTARIO 


Robbins & Myers Motors 
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